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Advertising that has 
the earmarks of honest 
endeavor is never lost. 

To carry force and 
conviction it should tell 
a plain story, rightly 
presented. 

The printing must 
be done in a striking 
manner. It may be 
plain or sumptuous in 
appearance, but rightly 
done it has the chances 
of success. 

We are advertising 
agents—that’s our bus- 
iness. We attempt to 
put force and convic- 
tion (the earmarks of 
honest endeavor) into 
the advertising litera- 
ture we are instructed 
to prepare. We can 
be of service to adver- 
tisers by planning, 
writing, illustrating, 
printing and_ placing 
advertisements. All of 
these, or any part de- 


CeeCe SQ) sire. 


Call on or write to 
GEO. P. ROWELL & CO., Advertising Agents 
10 Spruce Street, New York 
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ADVERTISING 


By E. W. Doty, Secretary of the 
Cleveland Business A\len’s Con- 
vention League. 


The art of advertising a city is 
one of the newer developments of 
business life. Up to within a few 
years prominent business men of 
various communities, especially 
in the West, were in the habit of 
contributing sums of money to 
have their towns “ written up” 
in the magazines and newspapers 
of the country. The virtues of the 


city were extolled in high flown 
language, the leading citizens 
mentioned in capital letters, and 
pictures of the prominent build- 
ings were ete + gst after which 
the town would complacently “ 


back appearing to feel that it had 


done its duty by mankind in the 
way of advertising itself and 
evidently believing that if things 
did not come its way because of 
the advertising done, it was the 
fault, if not the misfortune, of the 
rest of the people of the earth. 
This method of advertising was 
the result of the efforts of the ad- 


vertising departments of enterpris- 
ing magazines and newspapers, 
coupled with a hazy desire to 
hoom the town with printers’ ink. 
Like all spasmodic advertising in 
whatever line, it did not bring 
he results desired. 

Cities, like articles of merchan- 
dise, must have intrinsic merit, in 
order to be successfully and ad- 
vantagecusly advertised, no mat- 
ter what the method. And cities, 
like merchandise, must be properly 
advertised, if beneficial results are 
to be obtained, no matter what the 


intrinsic merit. Probably more of 
the money expended for advertis 
ing is wasted than is of actual 
benefit, and certainly thés has been 
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so in the expenditures for adver- 
tising cities. 

Most cities of merit, like much 
merchandise, advertise themselves 
to a very marked degree, and yet 
every city, no matter how much it 
advertises itself without cost, can 
increase its business and its pop- 
ulation, advertising in proper 
channels; and this can be done 
with comparatively moderate ex- 
penditures of money. The loca- 
tion of a city as to railroads and 
waterways, its distance from other 
centers of population, the kinds of 


by 


business that its citizens for the 
most part transact, its banking 
and shipping facilities, its hotel 


accommodations, its street car ser- 
vice, its water supply, its improve- 


ments, its public buildings, its 
parks, its public institutions and 
many other features that are 
thought necessary in urban life, 


are all proper subjects to tell oth- 
er people about, and yet it is idle 
to tell other people about all of 
these at one time. The magazine 
and newspaper articles already 

ferred to attempted to include all 


of these subjects in one grand 
broadside, thus covering so mucl 
ground that nothing was accom 
plished except to increase the in 


of 
terprise 
When 


other 


come the publisher whose en 
stirred up the business. 

a number of citizens of 
are anxious to know 
the facilities that a city 
to entertain a large number 
people for three to five davs. 
idle to attempt to call their atten- 
tion too strenuously at that time 
to the fact that the city possesses 
200 miles of paved streets. They 
ought to be told of the hotel ac 
commodations, of the railroads 
and boat lines that go to the place, 
of the hospitality of the citize 

When the crowd gets to the ae 


places 
pe yssesses 
of 


it is 
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because of the things already men- 
tioned, then they ought to be 
shown the parks, the banks, the 
shipping, the paved streets, the 
water and everything else that 
goes to make that particular place 
worth placing on the map. 

When another body of people 
in other places are anxious to 
move their factory or offices to a 
city, they want to know about 
shipping facilities, the postoffice, 
the banking accommodations, the 
office buildings, the sites for work- 
shops. It is idle to take up their 
time to tell them about the parks, 
the schools, the hotel accommoda- 
tions; they will know about them 
when they are ready to absorb the 
good qualities of a city in other 
directions besides the ones in 
which they are for the time very 
much interested. 

The city of Cleveland, like many 
other cities of its class, has estab- 
lished an organization, whose 
prime business it is to advertise 
the city and bring business there- 
to. The Cleveland Business Men’s 
Convention League was_ estab- 
lished two years ago. It strives 
to bring conventions to the city, 
because of the direct business that 
is obtained from those who attend 
conventions. The organization 
includes over three hundred busi- 
ness men, and the contributions 
are evenly distributed among all 
of its members. Largely through 
the efforts of this league one very 
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large railway organization was 
prevailed upon to come to Cleve- 
land with its business offices. 
Last vear this: one organization 


transacted a million dollars of 
business in this city: and the ef- 
fect of moving to Cleveland has 
been so marked upon the organi- 
zation itself that two other simi- 
lar organizations are contemplat- 
ing coming to Cleveland. . 

In the matter of persuading 
conventions to come to Cleveland, 
the league figures from a _ cold- 
blooded business standpoint, rath- 
cr than from sentiment or civic 
pride, although it never loses sight 


of the value of these elements in 
lif How many people are liable 
to come.” how long do thev stay 
in the city and what kind of peo 


ple are they financially speaking. 


INK. 


are questions that are asked and 
answered when the officers of the 
league make up their minds how 
much money they are willing to 
expend upon obtaining the con 
vention and entertaining it. <A 
convention that 18 made up of 600 
delegates who stay in session a 
month, and which attracts 5,c00 
other visitors to the convention 
city during its sittings, is mani- 
festly worth more in actual cash 
business than is a convention of 
fifty people who meet for two 
days and attract no visitors at all 
outside of the membership of the 
convention. There are about 1,000 
conventions that vary between 
these extremes, in which the city 
of Cleveland is interested. These 
include all Ohio State conven- 
tions and all national conven- 
tions, and are exclusive of party 
conventions of every kind. It 
will be seen, therefore, that it re- 
quires a systematic effort to keep 
up the information concerning 
these gatherings. In order to ac- 
complish what is desired, every 
convention must be listed and its 
future meetings must be known, 
hoth as to location and as to date. 
The local people interested in all 
these gatherings must be known 
and induced to take the initiative. 
A system of correspondence must 
be carried on that will bring all 
of the necessary forces into play 
at the proper time. 

Outside of like the en- 
campment of the Grand Army of 
the Republic, which the Cleveland 
League brought to Cleveland, and 
the “Home Week’ celebration 
which the league inaugurated last 
fall, the f Cleveland ex- 


events 


city of 
pends, including not only the or- 
dinary expenses of the league, but 
what is expended by local organi 
zations in the way of entertain- 
ment to visitors, perhaps $10,000 
a year. Of this sum, that which 
actually produces the business 
amounts not to exceed $5,000; the 
balance is expended by individ- 
uals, and is rather a result than a 
cause. This $5,000 produces ac- 
tual cash business for the business 
men of Cleveland in all lines of 
not less than $100,000 a year, 
The Grand Army of the Repub 
lic encampment is an event in a 
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class by itself. It is the largest 
gathering that happens in_ this 
country. It is the only gathering 
for which the railroads make an 
open rate of one cent a mile, and 
it attracts to the city from 200,000 
to 350,000 people, whose average 
stay in the city is not less than 
three days. Most of the visitors 
are not old soldiers, and all of 
them expend not less than three 
dollars a day. If this were the 
average it will be seen that from 
$600,000 to a million dollars a day 
will be expended by the visitors 
in this city next September, or 
from a million and a half to three 
millions during the encampment 
week. And because of the Pan- 
American Exposition at Buffalo 
it is liable to exceed the higher 
limit by a good margin, because 
these two events together will 
bring a larger number to the en- 
campment in Cleveland than would 
the encampment alone. To obtain 
this two three million dollars 
of business, it will be necessary 
for the citizens of Cleveland to 
expend not to exceed $75,000 of 
their own money among. them- 
selves—surely not a bad _ invest- 
ment, when put solely upon the 
cold-blooded ground of business 
and money getting. 

The “Home Week” celebration 
conducted by the league last fall 
did not cost to exceed $12,000, 
which includes all that the com- 
mittee expended, all that was nec- 
essary for flag decorations, street 
illumination and the flower festi- 
yal. Many business men have ex- 
pressed the belief that ‘Home 
Weck” celebration did more to 
wake the city up and advertise it 
{o itself and its own citizens than 
any event that we have ever had. 

In order to assist in all of this 
work the league has published a 
booklet on “Cleveland and Its At- 


or 


tractions,” which tells in concise 
form all about the city. While 
the booklet is supported by the 


advertising patronage of the busi- 


ness men, it is so arranged that 
the advertising matter does not 
interfere with the pages devoted 
to information Forty thousand 


of these have been bound up with- 
out covers, and issued in quanti- 
ties for each convention, with an 


appropriate cover for that particu- 
lar convention. When a conven- 
tion meets in Cleveland the pro- 
gramme of that convention is 
printed on the cover. When a 
delegation is going to a conven- 
tion in another city with the idea 
of inviting it to meet in Cleveland 
next time, copies of this booklet 
are bound up with an appropriate 
cover and shipped to the conven- 
tion city for distribution. The 
league is now engaged in getting 
out a second edition of 20,000. 
The city of Cleveland, in other 
words, is engaged in going out 
after business; it strives to bring 
actual cash business to the busi- 
ness men of the city, and thus far 
it has been very successful. The 
comparatively small amount that 
it expends each year in advertis- 
ing the city is almost all expended 
with the idea of cash business to 
be returned within a year. When 
a retail merchant puts in an ad- 
vertisement in the daily papers, it 
is with the idea of selling particu- 
lar goods at the advertised prices 


and within a given time, say a 
week from the time of placing 
the announcement. When the 


Convention League expends mon- 
ey to obtain a convention for 
Cleveland it does it with the idea 
that within a specified time (which 
is a year or two years, depending 
on whether the convention meets 
annually or biennially), the actual 
cash business will be brought to 
the city. 

What it does in addition to this, 
in the way of persuading perma- 
nent business to come to Cleve- 
land, and issuing printed matter 
about the city, is somewhat inci- 
dental and is done because of the 
opportunities that present them- 
selves, and because it may be done 
at verv little extra cost. 

Ry bringing ten thousand stran- 
gers to Cleveland every year, we 
produce a sentiment in favor of 
the town that is more potent for 
the permanent upbuilding of the 
city than all the puffs that can he 
printed in magazines or outside 
newspapers. 

ses 
NONCOM MITTAL. 

Cohen—Then you didn’t set the fire 

yourself ? 


ne Vell, the chury disagreed 
— e. 
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RETAIL ADVERTISING DIF- 
FICULTIES. 


There is one part of trade which 
gives a merchant more trouble and 
worry than any other ten things 
combined, and that is the writing 
of the advertisements. I know 
that many of my readers “have 
been through the mill.” You start 
off with a well sharpened pencil 
and numerous sheets of paper. 
You get as far as “We desire to 
call the attention of the public to 
our ,’ and then you think what 
a venerable chestnut this style of 
introduction is, and you destroy 
the sheet only to break out again 
in another antediluvian style. 

After numerous and painful ef- 
forts you get together a list of 
goods with prices, and you call 
Mr. Bighead and ask him to make 
suggestions. He makes them and 
you change your copy to suit them, 
because you think that he knows 
it all. You have it now ready for 
the paper, but you conclude that 





Miss Freshly’s views should be 
taken. You call her and = she 
doesn’t know anything about it, 


but she thinks she does. She does, 
however, know that she is ex- 
pected to do something, so she cuts 
out part of Mr. Bighead’s efforts 
and puts in something that she 
thinks sounds pretty. By this time 
you feel like going out and getting 
drunk to drown your troubles. 

In time the advertisement, by 
the united efforts of the establish- 
ment, is completed and you smile 
to think how well it will look in 
Sunday's paper. You have taken 
a half page and you expect a great 
return. When you get the paper 
vou eagerly search and find your 
advertisement and also the one of 
another house, and you feel in 
your bones that, although the 
other ad is small, it will bring a 
much bigger return than your 
own. You feel that there is some- 
thing in it which makes it attract- 
ive. You know that it will be read 
with interest for unconsciously 
you have done it yourself. 

Tt was only a few days ago that 
I was speaking with a buyer in 
one of the large stores in a nearby 
city, and he said: “The old man 
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is bright and sharp about business 
and I cannot say anything to the 
contrary except when he is getting 
up an advertisement, and then I[ 
swear that I think he has not got 
‘all his buttons.’ Some of our 
friends may not know what the 
slang phrase means, but they can 
make a shrewd guess. 

A buyer of a certain house that 
is well known as being a persist- 
ent advertiser told me that he 
spent almost every evening trying 
to evolve original ads, and _ not- 
withstanding that he purchased for 
four stocks, he considered buying 
child’s play compared to writing 
advertisements. 

“The part that galls me most is 
that H. & Co., who do not take 
nearly as much space as we, get 
a much larger return from adver- 
tising a special article than we do. 
It is all in the way in which H. & 
Co.’s man says it.” 

A merchant, in speaking about 
this matter some time ago, said 
that he was paying a large salary 
to a man to write his ads in sucha 
style that the public would pay 
attention to them. ‘Why, do you 
know that he has got into the same 
rut all the other houses; he 
does not understand dry goods.” 

I think that the reason why we 
find so many merchants in large 
establishments writing their own 
advertisements is for the reason 
given by a friend. “If,”’ said he, 
“T could find the man that could 
write our ads to suit me in such 
a style that I would be reasonably 
sure that the public would glance 
through them, I would pay him 
handsomely, for it takes my time 
which I can ill afford to give, but 
my advertisements are the life of 
my business.”—The Ad-School. 


as 


> 
EXAGGERATED (?) DIFFICUL- 
TIES. 
To secure anything like satisfactory 
service, the advertiser must hire a man 
to do the distributing, hire another to 


watch the distributor, and finally go per- 
sonally to watch them both—then he 
knows little concerning the people who 
receive his advertising matter. Is it 
any wonder that sensible manufacturers 
and business men sometimes aver that 
advertising doesn’t pay?--T. E, Daniels 
Chicago. 
7, _ 

VERBIAGE is perhaps the advertising 

novice’s greatest failure 
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IN dealing with newspapers and periodicals and paying them large sums for 
advertising it often appears essential to the advertiser to know about the 
stability, character, standing and present circulation of a particular publi- 
cation under consideration. The information conveyed by a newspaper 

directory is necessarily brief and touches only upon well-defined lines. A timely 
knowledge of some important detail of the past, present and the probable future 
of a paper may occasionally prevent an unwarranted expenditure. What seems 


gold on the surface is sometimes only gilding. 


The American Newspaper Directory 
Confidential Information Bureau ... 


with the more than thirty years’ experience of its founders, and with the facilities at 
their command, is willing to convey to its subscribers such confidential informa- 
tion as it may possess. It is often in a position to tell about a specified publication 
just what an advertiser would very much like to know. It will deal only with 
papers credited with a circulation of a thousand copies or more. With smaller 


circulations the general advertiser cannot profitably concern himself. 


PRICE OF SERVICE, $25 A YEAR, STRICTLY 
IN ADVANCE. A SUBSCRIBER RECEIVES REPORTS 
AS ASKED FOR; ALSO PRINTERS’ INK (A JOURNAL 
FOR ADVERTISERS), ISSUED WEEKLY AT $5 A 
YEAR, AND THE AMERICAN NEWSPAPER DIREC- 
TORY (ISSUED QUARTERLY AT $§ A QUARTER), 
$20 AvEAR. AppreEss Geo. P. Rowett & Co., 
PROPRIETORS, NO. ro SprucE ST., NEw YORK. 
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SOME OPTICAL ADVERTIS 
ING. 
By Chas. J. Zingg. 

Mr. George McL. Presson, of 
Farmington, Me., the secretary of 
the executive committee of the 
Maine Optical Association, is a 


self-made business man, who thor- 
oughly believes in professional ad- 
vertising, and who within a few 
years has built up a flourishing 
optical , trade in the northern 
tion of the Pine Tree State. 

Some seven years ago I offered 
Mr. Presson my services ad- 
writer and advisor in general store 
management. He promptly ac- 
cepted my offer, and in regard to 
advertising gave me _ absolutely 
free hand. First I took a thor- 
ough course of reading in the best 
and most comprehensive books in 
Mr. Presson’s optical library, 
which is probably one of the best 
in New England, and made my- 
self thoroughly familiar with such 
technical and general points as 
were of importance in advertise- 
ments to the general public. 

The more I studied the prob- 
lem the more I was satisfied that 
the optician and ophthalmologist 
has the greatest opportunities in 
the advertising field, provided his 


sec- 
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Your Eyesight 


is the source of the highest and most intellectual en- 
joyment—still eo often it is the most abused and neg- 
lected. All persons suffering with defective sight 
should take advantage of the first opportunity to pro- 
tect it—delays do much harm. It is a cardinal injuse 


tice to yourself to consider “how cheap" you can 
hsve your eyes fested—how good, how competent and 
with what results should always, first and last, be in 
your mind. The question of cheapness is verily sec- 
My fa- 


Cilities for optical treatment and determination of eye 


ondary in a matter of so great an importance. 


defects are complete—they are the best and only the 
best 





GEORGE McL. PRESSON, B.D., 
15 and 17 Broadway, FARMINGTON 
Tulepnene 20-4 











advertising is done in as compe- 
tent a manner as an optician ought 
to be in his own calling. 


My first suggestion to Mr. Pres- 
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son was the fitting up and partly 
rebuilding of an optical room that 
would answer to all scientific re 
quirements and insure the conven 
ience and comfort of patients. 
This was done. His optical de- 
partment, including dark room 
and instruments, with adjustable 
skylights and ventilators, is a 
model of its kind. After all the 
mechanical requirements were in 
proper condition, I considered the 
advertising end proper. 

It struck me as very important 
to have the good will and indorse- 
ment of a group of physicians, 
who from actual knowledge would 
be able to tes stify as to the profes- 
sional ability and private character 
of my client. A canvass was made 
and I found that about a dozen of 
the best known doctors themselves, 


or a member of their family, had 
eye treatment at one time or an- 
other from Mr. Presson. They 


were asked to sign a testimonial 
regarding the facts, and some of 
these from the nature of their 
wording proved of unusual adver- 
tising value. Every statement I 
insisted must be strictly true, and 
I made the signers aware Of the 
fact that each statement was in- 
tended for publicity in some form. 
Next I wrote a_ sixteen-page 
pamphlet setting forth in clear, 
common sense language the loca- 
tion, purpose and possibilities of 
the business—its importance to the 
public, its success of the past and 
the things it offered to do in the 
future. The statements of the 
medical men were a part of the 
booklet. It was mailed with a 
private letter to every home of the 
county, and it is still bearing re- 
sults. the conversation with 
people proves. Of course, at the 
same time I vegan advertising in 
the local press, generally using 
five inches double column, chang- 
ing copy every week. 

It is in his newspaper advertis- 


as 


ing where the average optician 
makes his greatest blunders. He 
who simply uses his card, telling 
the location of his office, wastes 
an opportunity to tell the public 
something about the _— busi- 
ness they are interested in, but his 
mistake isn’t so grave a one as 


that of the optician who gets fun- 
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in his ads both in language 
and illustrations. Funny things 
have no part in optical ads. The 
treatment of the eyes is a serious 


ny 





The faithful teachers’ 
MOTTO. 000 


4s Opward, always Coward, if be bas the welfare 
aod 
at heart 


creat of bis little kingdom—the school— 
To the lasting cr 
be It sald that they are, as 8 ru 
bie body 


of the menta! development as wel! as the pbysi- 





f our teachers 






. & faithful, 00- 
Teachers are sod must be caretakers 


cal welfare of cheir scholars. Has i ever im 
pressed you as s teacher, that some pupils make 
little or po progress? Pupils otherwise bright 
and well-bredt Has It escaped your observation 
that the fsalt is neither yours cor theirs? This 
is & question worthy of your attention. Eye 
trouble may be at the bottom. 


WF Teachers interested In the general principles and laws of 
optics, may have my advice and Council for the asking 


GEORGE MoL. PRESSON, Optician, 
15 and 17 Broadway, FARMINGTON. 
Telepnone 20-4. 











matter—the public are — in 
ling skeptical in letting anybody 
touch our most precious organs. 

I started from the standpoint 


that optical advertising must be 
of an earnest nature, avoiding, 
however, the style of quackery. 


My idea was that optical ads must 
be instructive and always educa- 
tional, the language of such edu- 
cational ads varying in subject 
matter and expression with the 
different mediums into which the 
ads were to go. And while I wrote 
in a different way for the news- 
paper and the college paper and 
the school paper or the programme 
—every ad was practically the 
same in One point—they were ed- 
ucational—they made some point 
and drove that point home. 

The ads were right and the bus- 
iness prospered in an unusual de 
gree within a few years. It goes 
without saying that advertising it 
self does not make an optician o1 
an ophthalmologist, and unless he 
has real superior abilitv and con 
fidence in himself he perhaps hac 
better not advertise at all. 

Yet, if he is convinced of hi 
worth, advertising alone can tel 
it to the public in that measure 
that ought to bring dollars and 
reputation Optical advertising 
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has great possibilities. Eye trou- 
bles are rather on the increase and 
their relation to physical ailments 
is only just being appreciated. The 
able ophthalmologist has a great 
aid in the right kind of publicity. 


PRINTING WITHOUT INK 
An _ ingenious meth nd iof printing 
without the use of ink has been patent 
ed recently, the printing being accom 


plished by the employment of a peculiar 





sensitized paper. Colorless at first, the 
paper turns brown or black where 
touched by the metal type, and in this 
way the effect is produced, a chemical 
change taking place in the specially pre- 
pared surface coat 

The beginning of this idea took pron 9 
in little notebooks composed of ordi 
nary paper, the surface of which was 
covered with barium sulphate. This 
chemical salt is very sensitive to the 
action of copper, turning dark when 
brought into contact with it, and so a 
mark with a stylus of that metal on one 
of the leaves prep red in the manner 
described would instantly become vis- 
ible, with some degree of permanence. 
Such a stylus being furnished with 
each notebook, one could write with it 
as long as the pages lasted without be 
ing bothered with the necessity of 
sharpening the instrument at intervals, 
as with an ordinary penci ‘he tool 
used was a copper point stuck in the 
end of a wooden’ handle.—Saturda 
Evening Post. 

ommanens ieee 
NERVE. 

A man in a New England town, de- 

siring to advertise a concert, inquired 


at a newspaper office for reading notice 
rates. 


“Ten cents a line,”” was the answer. 
The man handed in a one-line adver- 
tisement and a dime and said: 
“I hope you'll give us a complimen- 
tary notice. National Advertiser, 
sciehcnctipalaiiaaiusiinaitid 
ADVERTISING EXPRI ESSION _IL- 
LUSTRAT 





RATE,” 


“LARGE aPACK WAN 


tkb AL A CHEAP 
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YOU. ARE CERTAINLY 
CHEATING YOURSELF 
WHEN YOU DO POOR 
WORK. 


A young lady working on a pa- 
per once said she did not try to 
do very good work for her em- 
ployers, because they “did not pay 
much.” This doing poor work be- 
cause it does not pay much is just 
what keeps thousands and _ thou- 
sands of young people from get- 
ting on in the world. Small pay 
is no excuse for doing half or slov- 
enly work. Indeed, the pay which 
one receives should have nothing 
to do with the quality of his work. 
The work should be a matter of 
conscience. It is a question of 
character, not of remuneration. A 
person has no right to demoralize 
his own character by doing sloven- 
ly or half-finished work simply be- 
cause it doesn’t pay much. A con- 
scientious person will do his work 
just as well if he receives nothing 
more than his board for it. A 
large part of the best work that 
has ever beet. done in the world 
has been only half paid for. 

An employee has something at 


stake besides his salary. He has 
character. There are manhood 
and womanhood involved, com- 
pared with which salary is noth- 
ing. The way one does his work 
enters into the very fiber of his 
character. It is a matter of con- 


science, and no one can afford to 
sell himself because his salary is 
meager. 

Besides, if one puts his very best 
self into every little thing he 
—puts his heart and conscience 
into it, and tries to see how much, 
and not how little, he can give his 
employer—he will not be likely to 
be underpaid very long, for he 
will be advanced. Good work cuts 
its own channel and does its own 
talking. What matter if you do 
twenty-five dollars’ worth of work 
for five dollars? It is the best ad- 
vertisement of your worth you can 


does 


possibly give. Bad work, half- 
done work, .slipshod work, even 
with a good salary, would soon 
ruin you. No, the way to get on 
in the world is not to see how little 
you can give fot your salary, but 


how much. Make your employer 
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ashamed of the meager salary he 
gives by the great disproportion 
between what you do and what 
you get. Character is a very great 
factor in success, and the persona 
impression you make on your em 
ployer will tell. If not it will at 
tract the attention of others. 

A millionaire in New York told 
the writer that, when he was a 
boy, he let himself out by verbal 
contract for five years, at seven 
dollars and fifty cents a week, in a 


large dry goods store in New 
York. At the end of three years 
this young man had developed 


such skill in judging goods that 
another concern offered him three 
thousand dollars a year to go 
abroad as its buyer. He said that 
he did not mention this offer to 
his employers, nor even suggest 
the breaking of his agreement to 
work for seven and a half dollars 
a week, although verbal. until his 
time was up. Many people would 
say he was very foolish not to ac- 
cept the offer mentioned, but the 
fact was that his firm, in which he 
ultimately became a partner, paid 
him ten thousand dollars a year at 
the expiration of his seven-and-a- 


half-dollar contract. They saw 
that he was giving them many 
times the amount of his salary, 


and in the end he was the gainer. 
Supposing he had said to himself, 
“They give me only seven and 

half dollars a week, and I will earn 
only seven and a half dollars a 
week; I am not going to earn fifty 
dollars a week when I am getting 


only seven,and a half!’ This is 
what many boys would have said, 
and then they would have won- 


dered why they were not advanced. 

It is not a question of cheating 
an employer; it is a question of 
cheating yourself when you do 
poor work. The employer is not 
injured half as much as you are 
by half-done work. It may be a 
loss of a few dollars to him, but 
to you it is loss of character and 
self-respect, of manhood or 
womanhood. 

I have seldom known of a young 
person who persistently and deter 
minedly filled his position in the 
best matner possible who was not 
eventually the gainer, even from a 
financial standpoint, to say nothing 


loss 
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of the infinite gain in character 
and celf-respect. 

Young people should start out 
with the conviction that there is 
only one way to do anything, and 
that is the best that it can be done, 
regaidless of remuneration. 

They should be greater than the 
petty means of getting a living. 
making character-fiber 


They are $ 
every day. Their manhood and 
womanhood are woven from the 


warp and woof of their daily work 
and thought. They cannot afford 
to weave rotten or sleazy threads 
into their life fabric.—Success. 


~~? 

IN THE ORIENT 
From a foreigner’s point of view, 
writes a correspondent at Tokio to the 


Japanese government 

fresh accession to 
methods more difficult to get 
on with. The latest instance in point 
is a quaint one. ‘The postal authorities 
took exception to the Kobe Chronicle's 
description of itself as an “English 


the 


News, 
with each 


Dallas 
becomes 
western 


newspaper,” on the ground that the 
classification gave no indication of the 
frequency of publication, as required by 
the Japanese regulations. The Chron- 
icle amended its subheading by adding 
the words, a morning newspaper.” 
After two or three months the authori- 
ties again raised the objection that this 


was not sufficiently specific, and wanted 
to know if the paper was published on 
Sundays. The words, “published daily, 
Sun and holidays excepted,” were 
then added to the title, with the result 
that the paper was taken to task for 
publishing on the Japanese harvest fes- 
tival of November 23. ewspaperdom, 
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A CINCINNATI IDEA. 
The O. Armleder Company, of Cin- 
cinnati, introduced a new and_ unique 
departure in exhibition advertising last 





week, which can be followed with profit 
by manufacturers and dealers in other 
cities. On March 14 it paraded the 


principal streets of the Queen City with 
a display of its products. The parade 
attracted much attention. <A platoon of 
mounted police and the First Regiment 
band headed the parade, and were fol- 


lowed by seventy-five vehicles, samples 
of the work turned out by this firm. 
There were traps, phaetons, carriages, 
runabouts and = delivery wagons of 


which last the Armleder Company is the 
largest manufacturer in the world. In 
the parade there were a number of ve 
hicles which were to be shipped to South 
African points.— Billboard, 
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WASTED MOMEN ST UM. 

Use a small space, and use it wisely 
and continuously and you will eventual- 
ly outstrip the advertisers who make big 
splurges from time to time, but who 
do not advertise with enough regularity 
to maintain the instalments of muomen- 
tum.-—Cincinnatit (O.) Tribune, 
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POWER OF THE 


A Broadway shoe manufacturer was 
asked what method of advertising he 
fourd most profitable. 

“Placing my men near the window,” 
he said, ‘so they can work in view of 
the public. I don’t know of anything 
that catches the attention of ~ passer- 


PUBLIC EYE. 


by more quickly than the sight of a 
demonstrator sitting close - he win- 
dow running a machine for dear life. 


‘Manufacturers of all kinds of goods 
have adopted this plan. Waistmakers 
put their most skilled workers on ex 
hibition to show how the finest gar- 
ments are cut and sewed. Cigar man 
ufacturers take the public into their 
confidence and let them see the process 
of rolling as performed by the cleverest 
hands. Men who deal in mechanical 
contrivances have found that it pays 
to have at least one machine set up 
near a window so the crowd outside 
may observe the intricacy of its parts 
and the rapidity of its action. Jewelers 


have stationed their most expert lapi- 
daries within view of the street that 
possible customers may see how pre- 
cious stones are cut, polished and set. 


“It isn’t everybody who can work in 
public. It takes a person with good 
strong nerves and _ concentration of 
thought to do difficult work in a show 
window. have men in my employ 
who are excellent workers, but they get 
flustered when subjected to unusual sur- 
veillance and ruin everything they put 
their hands to. I have tried some of 
them as window operators, but they 
can’t get used to it. 

“A man who can run a machine at 
full tilt, or maint a picture, or fry pan- 
cakes or iron a shirt in the full gaze 
of the public eye and not lose his head, 
is an artist, and worth several dollars 
more a week to his employer than the 





more modest individual. And he gets 
it, too.’"—New York _a 
THE BEST WAY. 
Harkins—-Hello, Hunker! How do 


you find business? 
Hunker-—By advertising.—Judge. 
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THROUGH THE MAILS, 





PUSHING MAIL ORDERS 
Cuapter III. 
SECURING NAMES. 

No matter how good the litera- 
ture—how strong the advertising 
ammunition — unless the right 
names are secured much is wasted. 

There are firms in large cities 
that make a business of supplying 
names to retailers. The well es- 
tablished firms are patronized 
largely by mail order advertisers 
of novelties, specialties, etc., and 
are occasionally called upon by re- 
tailers and wholesalers about cat- 
alogue time. 

As a rule the retailer depends 
upon his regular list of customers 
for names. This list, which grows 
with the advertising of the mail 
order department, is the most val- 
uable list obtainable. 

Local papers have been known 
to loan their subscription list to 
good advertisers. This courtesy 
was extended me by the Denver 
Times when I had charge of the 
Denver Dry Goods Company's 
mail order department. Subse- 
quently I evolved this idea, which 
can be utilized by any one, pro- 
vided the local express will assist: 

I went ha the Wells-Fargo, Rio 
Grande, American and all ‘the ex- 
press companies running out of 
Denver and induced them to send 
a letter signed by the Denver Dry 
Goods Company and the express 
company to all the express com- 
pany’s _sub-agents. Scattered 
throughout the Rocky Mountains 
were several hundred sub-agents, 
and each received a request for a 
list of likely mail order customers 
in his district. Nearly all the sub- 
agents responded, and soon I had 
the satisfaction of securing the 
best names from the territory to 
be reached. These names were 
carefully indexed. Mr. Catlin, the 
mail order .manager of the Hub 
Clothing House, Chicago, origi- 
nated a number of efficient means 
of obtaining valuable mail order 
names. He addressed a letter to 


* Continued from page 39, of April 10th PRrint- 
ERS’ INK. 





fifteen thousand express agents in 
as many different towns through- 
out the country. This letter made 
the proposition that if the express 
agent would send on the accom- 
panying blank names of fifty per- 
sons whom he knew to be reliable, 
and who would be probable pur- 
chasers of f clothing, he would re- 
ceive a commission of five per 
cent on all orders sent in by the 
people whose names were on his 
list Nearly fifty thousand names 
were obtained in this manner, and 
tabulated by means of the card 
system. The practical results ob- 
tained from this list, however, 
were not as satisfactory as those 
obtained by some other methods. 
For example, at the Trans-Mis- 
sissippi Exposition at Omaha, a 
registration was made of married 
women, and Mr. Catlin secured 
twenty thousand names from this 
registration, which are especially 
valuable in sending out catalogues 
and samples of children’s cloth- 
ing. A successful scheme for ob- 
taining practical mailing lists is 
exhibited in a three-page folder, 
‘The Hub’s Proposition.” This 
folder sets forth the desire of the 
Hub to obtain names of parties 
who are likely to be interested in 
their catalogue, and invokes the 
aid of patrons by offering them a 
fair remuneration for the services 
rendered. The folder displays at- 
tractive cuts and samples of men’s 
and boys’ garments, and agrees to 
furnish them at about the cost of 
production, provided the person 
addressed will fill out the accom- 


panying blank and send in five 
names and addresses of prospec- 
tive purchasers. The Hub then 


agrees to ship any of the garments 
advertised in the folder by ex 
press C. O. D., without any de- 
posit, and at a reduction of about 
twenty-five per cent from retail 
prices. This method not only ob- 
tains valuable names, but serves 
to introduce the goods in many 
communities where they were for- 
merly unknown. 


An ordinary name index an- 
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mail order de- 
large depart- 


swers for a small 
partment. For a 
ment a system of files similar to 
that used in large libraries an- 
swers the purpose. These names 
should be carefully watched. When 
a person dies or moves the name 
should be struck off or the ad- 
dress corrected. Sending out lit- 
erature to dead names or names 
that do not respond is a dead loss 
of postage, printing matter, time 
and effort. The rule in the best 
managed mail order houses is to 
mail to a new name for a year, 
and if no sale is made in that time 
this name is taken from the list. 


CHaAptTer IY. 
BEST ARTICLES TO 
This chapter is aimed rather at 


ADVERTISE, 


the small mail order concerns, al- 
though large firms can gather 
points. Many a man starting a 


mail order business is at a loss as 
to what to advertise. This epit- 
ome of many years’ experience 
and observation may throw some 
light upon the subject. 
Handkerchiefs at a popular 
price like 12'4 cents are great mail 
order sellers all the year round— 
particularly so during the holiday 
season. Ladies’ wrappers at 98 
cents or thereabouts are good sell- 


ers. Gloves for men and women 
at in the vicinity of a i lar pull 
good trade. So are ladies’ shirt 


waists during the summer season. 
Hosiery is fair. Boy's suits are 
well sold all the ye ar around, but 
take care that the price is a mod- 
erate one. faith good boy's 
suit can be sold at $1.98, which 
price includes transportation. 
Through the summer season a 
boy’s sailor suit at the same figure 
has been known to pull in lots of 
trade. Men's and boys’ bicycle, 
athletic or sporting caps in the 
vicinity of 25 cents are trade win- 
ners. Ladies’ tailor-made suits 
ranging from the cheap affair of 
wool repellent cloth at $4.95 up to 


the finest serges, cheviots, broad- 


cloths, ete., at $20 and $2 25 win 
patronage. Ladies’ duck suits for 
beach and mountain wear are 
quick sellers through the short 
summer season. In the early fall 
and spring light weight jackets 
and capes for ladies and misses 
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good sellers, and throughout 
the winter heavy weight outer gar 
ments for men, women and chil- 
dren. Ladies’ mackintoshes at 
$2.95 or thereabouts are quick 
movers. Do not climb too high 
in the scale of prices. Make the 
price as little consistent with 
a worthy article. 

During the spring seed season 
packages of seeds (18 or 20 in 
a bunch) can be profitably adver- 
tised at 18 cents and 20 cents per 
bunch. Bulbs are fair sellers. 

Cheap watches sellrapidly ; $1.50 
isa popular price to move watches. 
A certain firm has made a great 
mail order success with a dollar 
watch. Cameras and .mera out- 
fits appeal to everybody, particu- 
larly during the summer season. 
Concerns have been known to 
make money out of me .’s trousers 
at $1.95, men’s suits at $4.98, men’s 
overcoats at the same figure and 
men’s mackintoshes at $2.75. But 
as a general rule these latter goods 
are hard to move—not especially 
easy over the counter and much 
more difficult by mail or express. 
Sewing machines, clocks, jewelry, 
eyeglasses, music, m‘ sical instru- 
ments and articles of household 
use, when easily priced and prop- 
erly pushed are money makers. 
While Montgomery Ward & Co., 
Sears-Roebuck Co., Chicago, and 
the New York Mail Order Store 
of New York scll almost every- 
thing necessary for personal need 
or domestic use, do not jump at 
the conclusion that you can do the 
same. First study your territory 
and its people’s needs. Then pick 
out some article for which there 
is a certain demand, such as a 
handkerchief during the holiday 
season, a boy’s sailor suit, a wom- 
an’s shirt waist during the summer 
season, or a glove for all-year- 
round trade. 

Little points of 
matic conditions 
ied. Again is repeated: Have 
prices as small as possible on 
goods of worth and wear. 

\ncus MacDOoNaL.p. 
~~ 
WIDELY KNOWN THAN 
ACKNOWLEDGED. 
success of a 
due to th 
ple’s brains.—The H 
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should be stud- 
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tisers is 


great many adver- 
use of other peo 
use Organ, 
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FHE SIXTH SUGAR BOWL. 
of the 
Schoolmaster, who appears to be weil 
acquainted with his subject, 
PRINTERS’ INK the following letter as 
to the merits of the /vland Printer as 


A correspondent 


sends 




























a competitor for the th Sugar 
Bowl : 

New York, April 10, 1901. 
Editor PRINTERS INK: 

I advocate the Jnl/and Printer of 
Chicago, IIL, as competitor for the 
sixth sugar bowl to _ be awarded _ by 
PRINTERS INK to the best trad pe 
that one which, taking all best 
serves 1 purpose as medium = for 
reachir specified trade. that the 
Inland rinter, like many othe is 
to be consideres 1 worthy contestant 
for the much coveted prize, you will 
perhaps frankly admit. I believe trade 

upers everywhere are invited to entet 
the race for a re l even in 
itself is a h not to 
speak of the t 
a trade paper yn 

mferred upon it throu PRINTERS 
| understar 1 ss 
ape! 











li 
journal of its ¢ 
-ontinent, influence and 

xtends to the trade in for 
i-speaking countries as well 


‘lation the 


foremost 


the Ameri 


is the 


s on 








< 
} 


with 








figur 
any other trade 
printer, every 
every engraver 
and ur y person who has 
anything to do with the hundred and 
one kindred f: lative to printing 














and adver ire devoted readers of 
the Inland rinter They all consider 
it the leading trade paper. Its adver 
tisers are cf the highest ch cter and 





standing in the trade, and I believe they 
consider this publication the best medi 
um in this country to their 
products. 

rl mechanical 


advertise 


make-up of 
only tl 


the In 














‘ 1e best of any 
tr in the world, but 
f any other publ 
con 1 editor of the 
Ii td Printer are written 1 who 
ire competent to treat and ict on 
the “tart preservz .” and do it in 
1 most creditable and useful w 
Seeing a co, f 1 Printer 
means a feast i treat to 
the intellect 
Departmen drawing 
advertising a : make 
paner versatile and widely read by a 
large number of business men outside 





rade proper. 
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PYPEWRITTER TYPE 


lhe 














first font of type known as 
“typewriter cast August 3, 1883. 
It was originated by the Central Type 
Foundry, St. Louis, Mo. This type is 
but seventeen years old, and has had a 
larger sale than any face before pro- 
duced. An immense demand sprung up 
for it as soon as the first specimen 
sheets were sent out to printers. Forty- 
three foundries in different parts of the 
world are to-day making typewriter 
type, and it has been turned out 
nearly two hundred different style 











sizes and language The standard pro- 
cess for making ular letters to imi- 
tate original ty] iter work was pat 
ented in 1889 day there are sixty 
eight known processes for this purpose. 
San Francisco (Cal.) Argonaut, 
ONE ADWRITER’S WANTS. 
What I want is client ho have suf- 
ficient confidence in m in my integ 
rity and my ability--to come and 





to me 
| 
1 


“Hlere, Curtis, is ten dollars, or 








hundred dollars, one thousand dol 
lars. one hundred thousand dollars,”’ or 
whatever the sum may be, “we wish to 
accomplish certain thing to do so and 
so. Now, you take this money and get 
the very most you can out of it.””. That 
is the kind of en I am working for 
It is the kine im looking for.—IlV. 
dD, ¢ ic Coast Advertising 





UP AND DOING. 
The publisher of a paper with a fake 
circulation is always up and doimg— 
advertisers, 





Why Retail 
Merchants Should 








Read Printers’ Ink. 





Every retailer 
PRINTERS’ INK, 


should subscribe for 
the weekly journal for 
advertisers, because he is the very man who 
can get the most profit out of the paper. 
It helps him about writing his own ad- 
vertisements, about management, 
about the use of modern retail methods, 
about things that are new and attractive 
it stimulates his own ideas—helps him to 
arrive at the right conclusions about pub 
licity aud gives him a general and profit- 
able liking for the whole subject. It saves 
him many a dollar by timely advice and 
information on things he ought to know. 
PRINTERS’ INK is up-to-date and it tries 


store 

















hard to keep retail merchants always on 
the same level. $5 per year, Sample 
co + 10 Cents, 

Address 
GEO. P. ROWELL & CO., Publisher 


10 Spruc 


Street, New York, 
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SYNDICATE ADWRITING cuts on hand from which to make 
SERVICE. exchanges and selections. 
: The country to be visited by the 
While opinions may differ as to traveling salesmen of the company 
the value of syndicate advertising is divided into sections and as 
matter, the success achieved along signed to the solicitor, who covers 
this line by the American Publish- 1 thoroughly year after year. 
seep oe es . “apa Upon inquiry by the Printers 
ing & Engraving Company, of 150 ‘ : 
N t t NT 'Y rk City INK representative, the fect was 
assc stree aN V oO = » : 1 
NaSSau SUTCet, sNEV . ?* elicited that the company do i 
may be of some interest. | . kind of advertising as _ from 
That company was organized iN personal soliciting. It claims that 
1884 and began the syndicate ad- 
vertising service in 1895, supply- 


trade paper publicity and letter so 
: DI liciting proved less profitable than 
ing at that time twenty-six differ- yp. 


direct way. 


ent lines. To-day the business has oe 

grown to tt an extent as to CATALOGUE HOUSE VS. RE- 
make it probably the largest of its : PAILER. ; 

kind in the country od embraces A jobber received a letter from a re- 


: tailer in a small town in Michigan, say- 
in all fifty-two different lines of jing that a new church was nearly ready 


trade, which are visited by seven for a bell; the trustees had written to 
solicitors who are constantly on alogue houses and were offered 
meee ° a bell of a certain weight for $75. The 
the road during ten months of TRC Snnstnes tind chown tees offers we te 
year, visiting every town in the local dealer, saying they would rather 
United States, British Columbia, buy of him if he could do as well; he 
Ml ae and Canad: he wanted the jobber to help him get the 
Manitona ane anada, that SUP- order. The jobber wrote to a bell mak 
ports a newspaper. Cuts and ac- er and was quoted $67. This did not 
companying copy are supplied at give margin enough to be divided by 
y es mauaiiibiaiin: Gea t of 75 cents per two men, and another .letter was writ 
an average <O f2 = 7 oe ten the maker, telling all the st« 
cut, out of which price the solici- begging for a lower price. 
tors receive their commission maker replied that he had given the 
The cuts are made each week jobber exactly the same figures that he 
- : “ had quoted the two catalogue houses, 
from pen and ink drawings, and hut added: “They sell direct to the 
the copy is also written by profes- church; « not have to divide with a 
sional adwriters This necessi- local retai t are satis 
: op : . fied with a small ma y average 
tates the making of fifty-two orig retailer will find a kernel of informa 
inal drawings, one for each trade tion in this incident. The three or four 
g 
every week, The same drawing ™en quoting prices were all going to the 


— 7 Tha « ... same fountain head for the bell, yet 
is never used twice. le Service the song of the retailer to his customer 
is sold on yearly contracts and to jis that catalogue houses handle nothing 


only one merchant in the same but inferior goods!—Agricultural Ad- 


























° ° v ortisin ° 
line, in the same town. ; & ee 
Drawings and ads are of the TOO FREQUENTLY. 
hest quality, and the company ex _ Frequently the advertising appropria- 


changes free of charge matter not ton is spread out so thin over newspa 
d alii, hee eutaiie Te tes pers and all the outside schemes th-t 
found suitable by retailers. it Nas adequate. representation is secured in 
a stock of about 20,000 original none.—Shoe and Leather Gazette. 











It is well to remember that in 
Washington first place is conceded 
to the Evening Star, 

From time to time some differ- 
ence of opinion develops asto the 
paper entitled to second place. 

M. LEE STARKE, Representative, 
Tribune Building, Boyce Building, 

NEW York. CHICAGO, 
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NEWSPAPER COMBINA- 
TIONS ADVOCATED. 


Mr. C. F. David, of Abingdon, 
Mass., calls himself an “attorney 
at newspaperdom” and “‘confiden- 
tial broker in newspapers.” He 
claims to be “experienced in com- 
bining large newspaper properties 
and mapping out policies,” and an 


“expert on values of newspaper 
properties.’ In the paragraphs 


that follow, he is addressing him- 
self to publishers, but the theories 
advanced on combination and con- 
centration are interesting to, 
and would be equally welcomed 
perhaps, by advertisers. That is 
the reason for allowing them to 
appear here: 


as 


During my experience in newspaper- 
dom of thirty years, the fact has fre- 
quently impressed itself on my mind 
very strongly that in a large number of 
cities of from 10,000 to 100,000 popula- 
tion, newspaper publishing, especially 
that of dailies, is verv largely overdone; 
that large amounts of money are i - 
ed in propositions that should never have 
been 











born; that many publishers are 
overworking themselves, do not give 
their brains and brawn proper rest 
in fact, would seem to be making a 
grand hustle to shake off this mortal 
coil. Their remuneration is oftentimes 
less than the salary they pay an em- 


ployee, and the dividends on their mon 
ey investment an unknown quantity, 
while many able employees are overtax- 
ing their ene and do not receive 
adequate payment for their labors 
There are several cities in many dif 


raies 


ferent States of the Union with about 
10,000 population where there are two 
morning or evening papers, one of 1 





faith, Republican, Democratic, with cir 
culations of 1,000; perhaps less, possibly 
a little more. Surely ¢ 
sense of money making 
to any great extent 

together in a 


brought 


ollars in the 
cannot prevail 
they should be 
manner that will 














please the reading public, advertis 

and the pocket-books of the publi rs 
During the last five or six ye I 

have been giving careful consider 

and study to these situations and con- 


ditions, always with the end in 
how best to bring about results so 
men of ability will be able to prove 








merit and receive just reward; so that 
publishers will receive profits commen 
surate with the wear and tear which 
goes with the business; so that good 


dividends may be realized on property 
investments 





here is an ol “United we 
stand, divided we This seems 
to be quite apt in the sense of daily 
papers in many cities, for the reason 
that two or three times as many are 


trying to exist as should be published, 
ind it f 


is a matter of fact many of them 
contain very little of the foreign and 
general news, the local fiel is. sadly 


neglected and very 


often the 
columns are so i 


n name only; 


editorial 
hence the 
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so-called lailies 
unappreciated and unremunerated 


ural result, 


many 





are 





Combine two or three in each case,’ 
perhaps two combinations, and_ then 
ability can be shown in the editorial 


columns, with full press service on for 











eign and 1eral news and a _ proper 
consideration of local news; in other 
words, publish a daily of much strengt! 
and character—in fact, a first-class met 
ropolitan daily. Under these conditions 


will be 
advertisers 
esented in its columns, a 
pride in pointing to the 
representative of their city. Such a 
paper is conducive to the increase of 
business and the growth of a city. 

In looking over the newspaper situa- 
tions in the United States, | find a large 
number of cities and towns 


the people 
the 


read, 
us to be 
all will 
daily as 


eager tor it to 
will be anxi 








where news 


paper combinations can surely be made 
to the advantage of a!! concerned. | 
mention a few that appear to me at 


random 
In Lowell, Mass., a thriving manufact 
uring city of about 95,000 people, there 


are six daily papers, and combinations 
certainly should be made in that city 
wherein two and not over three dailies 


should be published and they could eas 
ily be made representative metropolitan 
papers. 
Lawrence. 

facturing city 
tants, hi 
certainly 
should be 
cratic and 





hustling manu 

63,000 inhabi 
and most 
are all that 
one Dem 


Mass., a 
) some 
is six daily 
only two 
published there 
one Republican. 
Hammond, Ind., with a population of 
about 15,000, has three dailies, two Re 
publican and one Democratic; Madison 
Ind., with suburbs has about 15,000 in 
habitants, and here are three dailies, 
) Democratic and one Republican. 
Very naturally, under such circum 
stances as we find these two Indiana 
cities, full associated press service and 
full attention to local news cannot rea 
sonably be expected for the great reason 
that the field is so limited in each case 
as to the publishers to be more 
than careful in their expenses and con 
duce much discrimination on their part, 
resulting in the making of a paper quite 
different from that which their 
vould lead n t 
Albany, ~ : 
inhabitants, 





papers, 
dailies 








cause 











desires 





with less than 95,000 
two morning and four 
é Here is an opportunity 
for combinations which can be made 
highly profitable to all concerned. There 


has 


evening dailies 








several cities in ew York State 
and many of them smaller than Albany 
where combinations certainly should 
be made 
Speaking of weeklies, the towns are 






numerous wherein sev 


lished, and it 


ire pub 


goes without saying that 
many such papers cannot be money 
making propositions. Surely the pub- 


lishers do not mean to work many hours 
and fret twenty-four hours a 
ply for glory—for pride? Still I be 
lieve that this is what many of the pub- 
lishers are actually doing in fact. 


day, sim 


NOT REAL ADVERTISING. 
Some 
turns 
1 


> people do not get as many re- 
from advertising as expect, 
hecause they don’t do as much advertis 
ing as they think they do.—IWhite’s 
Sayings. 


they 





PRINTERS’ 


THE ADWRITING FIELD. 
A Scranton Correspondence 
School of Advertisement Writing 
makes the following interesting 
remarks concerning the adwriting 
field. They are certainly well cal- 
culated to fire the suburban imag- 
ination : 

Adve 


rtising is purely a_ mercantile 
science at 


is not an art. Our students 
work they will to 
are earning sala 
nited States there are 
a million adve so that it is 
the least sur I even a 

idwriter always has a_ position 
> making 

or lawyers. 
men greatly 
ipply. The profession 
meit writing is in 
overcrowded for 
Growing enterp1 
tion insure this. 
widening 
because 
Our 
struction 


school 





the have 
they 


in the | 


ries. 
nearly 
not 
poor 
Ad 
money 
demand 
the 








more 
loctors 1 


competent 


he 





exceeds 
ot advertise- 
no danger of being 
next twenty years. 
and keen competi 
rhe field is large and 
Business houses advertise 
competition compels them. 
system of correspondence 
is the best in the world. 
founded upon successful 
ness principles. Our course 
cal, every student learns to write 
vertisements by being compelled to 
pare the copy themselves. cach 
dent receives personal criticisms 
suggestions hy the best trained ins 
that money can 
Roughly stated, the ordinary adwrit- 
er’s salary is from $15 to $40 a week, 
a low average being $25. Taking $25 
as an average to build upon, the salar 
increase according to ability, from 
to $60 or $70 a week. 
hn Wanamaker pays his 
writer $10,000 a year. Every rail 
1, every dry goods store, every 
house, every medical concern 
its regular advertising manager, pay 
salaries from $1,000 up to $10,000 
annum 
he adwriter who 
always sure of work. 
been enough good 


the 


ises 


in- 

The 
busi- 
practi- 


1s 
1s 


ad- 


tors secure 


Ics 





advertise 








knows his trade is 

There has never 
men to supply the 
demand. To-day there is hardly a large 
concern that has not an _ advertising 
manager. Small firms employ adwriters 
and pay them for each ad. Large firms 
study the of their competitors and 
to win over their adwriter, if they 

their interests require them. The 
a t few vears have created many new 
professions, but that of an adwriter is 
one of the best paying ones. To-day 
ible adwriters with ideas, clever ex 
pression, knowledge of typographical 
details,and values of papers are eagerly 
sought for. The field is wide and the 
opportunities are many. The country 
the field open. : 


ads 








is big and is 
ees >< ali tea 
WHICH ? 

Is the value of an advertisement writ- 
ten in the first person singular en- 
hanced by the seemingly increased per- 
sonality of appeal to the reader, or is its 
value ‘diminished in the possible crea- 
tion in the mind of the reader of an 
unfavorab le impression through its seem- 
ing egotism?—<Advertising Expericnc 
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WOMEN ADWRITERS. 
One bright member of the sex is the 
editor of a paper devoted to the science 





of advertising, and several hundred 
women gain a good livelihood in this 
field of work. Their pay ranges from 
$i5 a week upwards, the most highly 
paid one of whom there is any record 
receiving $12,000 a year It cannot be 
said that these advertising constructors 
work along the same lines. Nearly 
every one excels in some _ particular 
quality or style of work. Where one 
utilizes drawing and figures, another 
makes a specialty of clever verse. She 
takes considerable pride in her “reptile 
poetry,” as it is termed "by the trade, 
and has written enough of these effus- 
ions to fill a large volume. According 
to ler, advertising poems are good for 


posters and for signs in cars and ferry- 





boats, but are not very effective when 
mut upon circulars or in newspapers. 
A third type combines drawing with 


verse, and devises the illustrated poems 
which are so common nowadays in mag- 
azines. <A third depends upon humor 
to make an advertisement successful, 
and gets up comical paragraphs, sketches 


and stories which serve to proclaim the 
merits of the article whose proprietors 
employ her. More difficult still is the 
task of writing long circulars or adver- 
tising stories. The latter, when well 
made, are paid for very handsomely. 
No less than $500 has been gladly given 
by enterprising merchants for storiettes 
of this class to talented women.—New 
York Evening Post. 
i A 


Patent leather shoes 


a from 
53.50 to $9 


You can show all manner of 
taste, except bad taste, if you 
buy your spring derby here. 
The “Ascot” is the best taste, 






_ Reosns, Peer & Company. 
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CANADIAN DUTIES. 
The duty of one and a half cents 

per square inch on electrotypes in 
Canada is a point to be considered 

in placing international ne ae 


ing. Usually where extensive ad 
vertising is placed Canadian pa- 
pers by United States firms, they 
arrange to cr a all the electros 
made in Canada, thus avoiding the 
duty—quite an item of expense 
when frequent changes are used. 
But where an advertiser only re- 
quires a few electros, they are 
sent through the customs, and the 
publisher generally foots the bill. 
Among the many English and 
American advertisers in the Can- 
adian Magazine, not one considers 
the duty question, and the pub- 
lishers have to settle all custom 
charges themselves. But, of course, 
in a monthly magazine, where not 
more than twelve changes can be 
used in a year, the expense could 
not mount up exorbitantly, and 


the publishers can afford to be lib- 


eral toward their patrons. 

With a daily newspaper it’s a 
different story. Were the papers 
to foot the bill for the duty on all 
electros used by foreign advertis- 


ers, they would be out quite a sum 


in the course of a few months. So 
the firms who use regular space, 
with frequent changes in our pa- 
pers, have adopted the method of 
sending over an original, and hav- 
ing the necessary electros for use 
in Canada struck off here. This 


practically saves all extra expense 
An exchange quotes that recent- 
ly ‘a large American patent med- 


icine house had to pav $50 duty 
on electros sent to Canada.” Such 
an unwefcome addition to their 


advertising expenses will probably 
suggest to that firm the advisabil- 
ity of managing the affair as the 
more experienced firms do—by 
employing Canadian labor instead 
of —— = customs treasury 
—Profitable Advertising. 
tel 
IN MANY MINDS. 
The dehusion that all that is 
to successfully market an artic cle is t 
have a large advertising appropriation 
is one that exists in the minds of a great 
many men, and remains there until they 
are disabused of the idea by costly ex 
perience.—W. L. Jones, in Western d- 
vertiser, 


necessary 


KS’ 
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A LONDON SUGGESTION. 


The art of self-advertising should be 























taught in every school and college in 
the country, for it is the one essential 
element of success in these days, says 
London 7ruth. There should be a grad 
uate course of instruction suitable to 
the pupils, 

ypments might 

universities and under 

oree court course and 

n of self-advertisement 

fitable for actors and 

be omitted at schools 

obvious reasons. It is 

the suggestion will be 

iat a chair for self-ad 

be established both at 

Cambridge. Publicity 

That being the case, 

uur public men do not 

private reporters as they do pri 
retaries? A private reporter 

ld be attached to the household of 
every ambitious man or woman, and 
for this appointment there could be 
no better material than the younger sons 
of well-connected f es rheir edu 
cation, their trained retion and their 


suld especially fit 
his would afford 
oyment for im 
their 

























pove 1 1 peers an impecunious 
connections 

THEIR BUSINESS METHODS 

“Well,” said Bill Yuss, “I’ve taken a 
powder for my headache, a pellet for 
my liver, and a capsule for my gouty 
foot. Now, what puzzles me is, how do 
the blamed things know the right place 

after they get inside ?’’—Leslic’s 
~->,> 
EXPENSIVE IGNORANCE. 

The business man who imagines that 
he can dash off an po oll rent be 
tween jumps, or as the opportunity oc 
curs, is fooling no one but himself. 
Western Advertiser. 
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FoR HEA REALTH so STRENGTH 


malaga eet yay in Physical Cultu 
good a system a ep ever devised, with ever 

lu and carefully explained 
od dls ded into thirty daily parte, clearly outlining 
e required foreach, 


the exercises to each day and the tim: 
Simple. Without 
Apparatus. 








mows. 





Practical. 


SEND FIFTY CENTS TO-DAY 
for the book giving complete curse with all wu 


DEAN- Hicks “PRINTING COMPANY, Grand Rapids, Mich. 





ructions. 


Books on exercise, or appliances 
for the same purposes, are said 
be among the most profitable ad- 

ertising articles of the day. 
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AGAINST MAIL ORDERS. 





Cronin Brothers, owning a gen- 
eral store at Morris, Ill., a town 
between three thousand and four 
thousand people, publish large in- 
teresting ads in the local newspa- 
per, advocating buying at home 


and offering to sell at same prices 


as the large Chicago houses, if 
freight, etc., be added. The an 
nouncements are so large as to 


make their reproduction in PRIN1 
Eks’ INK an impossibility. In the 
paragraphs below, the gist ot one 
of them is given without display: 

We pr of the 
department catalogue houses 

All we you deal with us 
] that you deal with 
s, and give us the same 
to get the goods which 
them from them. 


meet the 


pose to prices 


stores 
isk is that 
e basis 





n 





amount of time » 
it would require to get 
Mank y noney down when you 
der the goods and we will meet each 
ind every price they make and furnish 
you the same goods at the same prices 
offer you 

will go 
don’t ask you to take 
mistakes are made 
shoulder the mistakes 
you have ever had anythi 
you know what a nice 
get it corrected, no matter how 
the to do so It takes 
spondence, stamps and freight 
goods to get them exchanged, 
nothing of the loss of time 

Some people prefer to buy away 
because it sounds big to 
to sav they ordered from Chicago, ete 
We know of one party who is actually 
paying more for goods bought aw 
from Morris than he could buy them o 
This kind of people we 


or 


thev 
We 
We 

M he re 


\W ss "ll 


further 


any goods 
in ore 


If 





job it ts to 





corre 
on the 
to 


firm is 
Say 
from 


home be able 


his dealer here 



















ean do nothing for, but the kind who 

are making the dollar go just as far as 

they can, we can and will do something 

for. Give us a trial on the proposition 

iake, if you are one of those who 

been buy iway from home 

your catalogue with you. we 

furnish the without a rea 

give us vour con- 

rv us once. We don’t 

We are residents of 

Morris. We are your home merchants. 

We help pay taxes We have to live 
nd consume some of your products. 

Ts our proposition wron 





The whole trouble ahout our people 





about Morris is the same with which so 
many communities are suffering That 
old slow-coach credit Some of it so 


slow we never get it No merchant can 








ell goods cheap on that plan. The dol 
lar invested in goods to-day and sold 
for cash to-morrow can be invested in 
more goods the following dav and the 
same process 0 sale may be repeated, 
but the dollar invested in goods to-day 
and sold on credit to-morrow is tied up 
just so long as you don’t get it hack, 
and its earning canacitv is stopped for 
the merchant until he gets it back again 
Can vou wonder whv the cataloeue 
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house has the advantage in price over 
most of your home merchants? The 
catalogue house won't trust you; even 


demands the money in advance with no 


goods in sight Your home merchant 
often trusts and often to his sorrow, 
even though 100 pe: cent sometimes be 


his profit. Many times a seeming profit 


of 25 per cent on goods sold to a good 
man turns out to be merely a small in- 
terest on the money invested because of 
slow pay. Treat your home merchant 
like you are compelled to treat your 
catalogue house and we think you will 
get better results. 





+o 
IS THE BEST METHOD ? 

A good deal of discussion has been 
going on in regard to what the best 
method of ¢otaining honest work, among 
the distr’suters, so that it will be satis- 
factory and convincing to advertisers. 
A good many advertisers favor what is 
known the Runey bonding method, 
which requires the distributor to give 
a satisfactory bond for the completion 
of the work assigned to him. Another 
method prevails in the I. A. D. It is 
a guarantee of the association for the 
faithful performance of duty by the 
individual If the advertiser can give 
convincing proof that the material- has 
not heen properly distributed, the A. 
I). will make good the loss sustained. 
The whole controversy seems to us to 
resolve itself into the question, is it 
better to bond the individual or to have 
the guarantee of an association for the 
proper protection of the distributing ad- 
vertiser ?—Billboard. 


WHICH 





is 


as 





anjiGies 
\ DEFINITION. 








pessimist is an advertiser who is 
ways expecting poor results, and is 
prised if he doesn’t get them 
ane —- 
° 











Coffee Topers. 


More of that kind than belong to the 
whiskey class. No criticism offered if the 
drug agrees with the system, and it do¢s 
with some, About one in three are un- 
pleasantly affected in some organ of the 
body, and the proof is found by the disease 
leaving when coffee is left offs 

Postum Cereal Coffee furnishes perfect 
nourishment and quickly rebuilds a broken 
down nervous system. Proof is in trying. 
Grocere furnish at 15 and 25 cents, 


SLIGHTLY REDUCED, 































20 
$160,000 FOR NEW ¥ORK NEWS- 
PAPERS, 

Deputy Comptroller Edgar J. Levey, 
who was appointed a member of the 
Charter Revision Commission, has dis 
covered several additions to the di 46d 
ment that left the commission’s hz 
calculated to surprise, he believes, 
his fellow members of that commission 
and a good many other people. One of 
these things he character yesterday 
as “one of the most scandalous jobs ever 
put up.”’ This is in section 1,526 which 
has to do with the City Record and the 
city’s advertising. ‘There has crept 1 
this section a provision 
city’s advertising which will cost 
citY $160,000. he amendment to 
tion 1,526 in which this cha is made 
provides for the subsidizing of eight 
daily newspapers at $20,000 iece 
the Bronx, Qu and Richn 
amount of xr to be publis 
in these papers ] t he cit 
but it is not Ww h sh 
be paid. tion, it is prt 






























vided, shal hat received 
the papers designated 
corporation papers an old law of 
that city which was incor ted in th 
first Charter of Greater ork. Tl 
is $20,000 a year in of each 
paper The newspapers elected in 
Queens must have been daily papers 
for sixty days before the s into 
effect, but weeklies of the Br x and 
Richmond will do 7 ided they now be 
come Ue 

The me wspapers, one of each part 
are to be selected by the chairmen ot 
the Democratic and publican commit 
tees in the respective boroughs, if there 
be such com es, otherwi by the 
chairmen of the county 
‘hese newspapers shall then 
is given them for a year in 
advertising concerning the bo 
they are in, but they must 


compensation at 
Levey 





the 


know 





this 
what 
pilfering this is it 1 
the advertising of 
done under the 
In the first place, all advertise 
under the law have to appear it 
vy Record, and no change is made 
this respect. Outside i 
rd, the only mandatory 
at present In 
where under the 
city, which Was continues 
ewspapers each year have to be 
ited rporation papers, in 
ny ing the city may do outside 
Record, providing it 
st appear For this ea 
ear. In additi 
the Brooklyn 
consolidation has 
about a year 
advertising which, 
in the Man 
In no year has it been neces- 
‘spend more than $2,000 in 
and half of that in Richmond 


of 


ink 
understand 


before the 
gets dry. To 
crate of 
he how 
city has been 


two 








CXIst 











de 





as ct 
dvert 
the Ci 

len 





” attects 


h 








to “this. adv ertising in pa 
¢ eCity since 

havens enaline just 
n outside 
of course, was 


$75,000 
most of 
papers of 





to 





irv 
Queens 
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as every one doing business with the 
city now takes the Ciiy Record. 

It is safe to si that there would 
not be $40,000 of legitimate o 
necessary advertis i Richmond in 
ten years, and a the $80,000 a 
year which is to be in Queens, it 

the amount appropriation 

for years prior to consolidation 

was made to covet entire advertis 
ing expenses of the city of New York 
is more than 1 appropriated 

the whole c l Brooklyn 

together this n I 

ation will « city $160,000 a 

r more than three times as much 
saved by reducing the number 
aldermen. Why, all the adver 
e can rake and scrape together 
ng Richmond, for instance, 
ot amount vorth 
paper for will pay 
rhe 1e Queens, 
for the situation 
If. t unlikely th 
ill be established at once 
for the special 
itronage Just 
is W ys of Tweed. 
None i ie nor I be 
lieve i} fF the Charte 
Re sion ¢ mittee ] ] n inkl ng that 
this was ing to pear in t revised 
charter, and how it got th is anoth« 
of the many surprises in t lerf 
document.—V. Y. Sur 
~o- 
SUICIDAL. 
It is almost suicidal for a man to ad- 


vertise unless he is prepared to take 
care of his inquiries. Few people an- 
swer mail order advertisements with the 
a of buying at once, and so you 

nust be prepared keep constantly 


to 
after them.—A } Chicago. 
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ADVERTISING AGENCY. 












































rWO DIVEKGENT VIEWS 

lie growth of the advertising agency 
industry is one of the wonders ot the 
modern business world. Millions of dol 
lars’ worth ot business are handled 
every year by advertising rents and 
immense f unes have been builded by 
these gents fo these fortunes the 
iblishers of co newspapers have 
contributed more their share This 
1 because the publishers have been 
plucked, and the blame for it must be 
orne by the publishers themselves In 
the great trade centers where advertis 
ing is bought and sold the man who has 
the advertising to sell is not represented 
by an agent look ts 
Phe lvertising 
ascertain much « t for the 
man who s the a t but he 
1uch he can get for the vho buys 
it. The ent works f elf and 
the advertise ind the publisher must 
contribute to the s t of both. It 
seems that ig ll these 
years the seller of vertising has not 
been rep 1 on the market 

The advertising agent contracts with 
in advertiser to | many inches 
f advertising in ly papers, re 
celving a certain sum of money for thx 
ervice sav $75,000. The agent then 
proceeds to ntracts 
buys the sj] l 

mount, and 

vith conditio 

‘ inse 
ve nent appears in the paper it does 
lot appear strictly according to cor 
tract, hence the agent refuses to allow 
pay for the insertion But the agent 
ets 
or ¢ 
es 
mriat 

ie 
lv or . 

rent secures the use of the $75,000 for 
x or twelve months, as the case 1 

( Ihe interest on this amount is i 
tselft a handsome salary It is said by 
ne who is in a position to know that 
ne advertising ency in Chicago « 

es a bal e « $500,000 in Chicag 
ink the year around, ever lollar of 
t belonging to country publishers rhe 
inagers the rency draw 3 per cent 
on this sum, or $15,000 a year ide 


ff of country publishers 


Th 


waniz 





e 
e 


sell should or 
at central 


little can be 


of advertising 
appoint agents 
see how 


ers 
and 


not to 











paid 
vertising, but to see how much 
secured for advertising rhe 
of this greatest of all business 
commodities should be represented in 
the market place. When will they profit 
by the experience of men in other lines 
f business and organize? The les 
rn litor 
Newspat eblites md publisthe 
hould possess that broadne f view 
that 1s willing to give even the devil 
his due From recent speeche and a 
tior with recar to the rdvertisin 
rent it would seem that he is the very 
eal newspaper devil, smelling of brj 
tone, with hoof, tail and forked tongue. 
lirec f m the regior t fire preside 
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Investiga 
the adver 

promoter 


by the father of liars. 
however, will that 
agent is necessarily the 
sing. Ile is constantly work 
iggesting and planning to induce 
» advertise Without advertise 
his occupation 


over 


tion, 


show 


ert 


place 











gone Advertisements 

prepared and submitted and all the 
wealth-increasing results of good adver 
tising are portrayed to the capitalist, to 
the merchant, to nanufacturers and 





| 
everybody 


else that has an article for 
sale with which to supply an existing 
vant or which can be used to manu: 
facture a desire or want. Of course 











one of the most powerful means in se 
cl idvertising is to convince the ad 
\ r that it can be obtained at a low 
figure Now, the publishers are respon 
sible for the low figure, for they, and 

t t gent or advertiser, have the 
power to fix the price If publishers 
ere in the fieid to buy advertising they 
vould likely buy it as cheaply as possi 
ile Why, then, do not newspaper men 





principal reason 








quit ¢ es ine 

is uuse they are entirely ignorant 
of real value of the space they have 
to sell nd the next is that they are« 
fraid that the competitor across the 
way will get some advertisement that 
they cannot secure without cutting 
prices rhe advice given, to stand for 


from all advertisers, 
eat many publishers 
to this 
are, then fixing 
hy proper rates. If all 

little 


rates 
have come 


ving what 


The Ne 
saved hundreds 
to publishers in 
























twelve years by advocating, 
ver and o iain, the charging of 
proper rates One patent medicine man 
ted that the instruction contained in 
this paper followed by its readers 
wi cost h company more than fifty 
thousand dollars in 1 single vear, 
through the increased prices that’ had 
to he paid on the renewal of contracts 
Yet hundreds of publishers have taken 
no means of informing themselves 
have been so in and stingy as seem 
gly to he e two dollars a year 
for paper shed in their own in 
terests ind wouk on the testi 
mony of the ablest and most successful, 
vho have read and been guided by the 
experiences from all over the country 
related. the best methods adopted 
vy successful publishers set forth there 
in, have been worth a hundred dollars 
a year to them. There is a class of 
people in this world, and unfortunately. 
net wholly unknown to the newspaper 
calling. who are so ignorant, lazy and 
self-sufficient-—and withal silly—that 
with the folly of children they will 
throw away all opportunities, reject all 
mstruction, uggestions or knowledge, 
dawdle, gos chat, gorge their bellies 
and possibly drink or smoke to relieve 
the ennui of their purposele idle live 


ind 
ness of the bu 


ther re ibout. the 


unprofit able 


h 








bhed f their just 
vav to get one rights in thi 
to he up and at them. to be alive and 
\ t. let no forelocked opportunitie 





on Mawkish 
never built a 


izing 


ultfindine 


weak 


city 
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or made a successful, profitable news 
paper. It takes boldness, fairness, lib 
erality, accumulated knowledge and more 
added every day to get your rights, pay 


the printer and put by in store for the 
rainy day.—Nattonal Printer-Journalist. 
~~. 
FLOWERS AS ADVERTISERS. 


Flowers have a way of advertising 
that is quite as effective as the display 
type and cuts used by merchants. The 
scientists tell us that there is a constant 
struggle in nature for the propagation 
of species, so that the fittest may sur- 
vive, and out of this has grown the ad- 
vertising that the flowers do. 

It is necessary that the pollen of one 
flower be carried tu another to produce 
fertilization, and nature’s agents for this 
work are the honey-loving insects. In 
taking the honey from a blossom they 
get their feet and legs coated with pol- 
len, and thus carry it from one blossom 


to another. Without this fertilization 
many species would soon die out and 
become extinct. 

To save themselves and to perpetuate 
their kind the flowers must have the 
services of the insects, and they have 
been advertising for them from the 
carliest ages. The first advertisements 
were very plain and unpretending, set. 
as we might say, in small type and 
solid, but this simplicity did not suit 


the bountiful and ambitious designs of 
nature, and she gave colors and sweet 
odors to the flowers that they might of- 
fer more attractions to the insects, and 
thus make their visits more frequent. 
Then there grew up a rivalry among the 
flowers to see which could attract the 
most insects, and blossoms became larg- 
cr, colors brighter and odors sweeter. 


Thus it is that the flowers advertise, 
for, while it is true that their beauty 
and fragrance are intended in part to 


give us pleasure, it is equally true that 
these characteristics were designed pri- 
marily to help the flowers in their strug- 


gle for propagation and _= survival. 
Philadelphia Record. 
——“+oo— _—_—_—_——_ 
DO PEOPLE NOTICE IT? 





It is a common practice to use print- 


ing on wrappers, but this is a matter 
deserving study. When the purchase 
is carried hy the customer, he is not 
always pleased to be made a walking 


bulletin.—Michigan Tradesman. 
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Colfax, Indiana, Standard. 
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IT WASN'T A FUNERAL. 


One day when George Ade was out 
walking with a guide in the naval quar- 
ter of Kioto, Japan, he observed com- 
ing down the street the head of a great 
procession. Interested at once, he paus- 
ed to watch the procession pass. On 
they came, gaudy in apparel, but grave 


in face, flaunting flags and great ban- 
ners on which were Japanese inscrip- 
tions. The mournful chant which an- 


nounced their approach was broken only 
when the kettle drums or tomtoms were 
pounded or the cymbals clashed. As the 
weird and solemn procession approached 
Mr. Ade uncovered and bowed his head 
reverently, it being his custom and set- 





tled principle invariably to show the 
highest respect for the rites and cere- 
monies of the people with whom he 


comes in contact. He is a firm believer 
in the doctrine, “When in Rome do as 


Romans do.’”’ His face was very grave. 
The procession was long—nearly a 
block in length—but Mr. Ade remained 


time of its 
glanced at 
of his eye. 


uncovered during the entire 
passing. Once or twice he 
the guide out of the corner 
He thought he saw on the man’s face 
a puzzled expression. Finally, when 
the procession had passed, he replaced 














his hat and addressed himself to the 
wondering guide. 

“Buddha?” he inquired. 

The guide looked more puzzled. 

“Shinto?” then asked Mr. Ade. 

‘I do not understand,” the guide 
finally said. 

“Was not that a funeral proces- 
sion?”’ inquired Mr. Ade. 

A light began to dawn upon the 
guide’s face. He almost smiled as he 
replied: 

™ tooth powder!”"’"—Kansas City 


Times. 


FHE IRISHMAN’S BOOTS. 
Use intelligently Remember 
the Irishman who bought number twelve 


space 


boots when number ecight were large 
enough, because he wanted the most 
for his money. Some advertisers think 
the way to get the most for their mon- 


ey is to attempt putting in a one-inch 


space, matter enough for four. It is 
a mistake. The printer has not chance 
to make any display, it must all be set 


solid in small type to get 
the effect is lost. 
Tribune, 


IS THE 


in, and half 
Knoxville (Tenn.) 





BEST. 


THE PrEss is pre-eminently the best newspaper published 


in Indtanapolis. 


Its new features are as good as the best, in 


fact better than other papers published in the capital city. 


Recently it has contracted the habit of “scooping ”’ 


contempo- 


raries, and the practice has become so fixed that the public looks 


PRESS. 


for the latest in TH 


PERRY LUKENS, JR., EKastern Representative, Tribune Building 


New York. 
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says every 
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back 
1901 


cover 
has 


Mr. THAYER 
page of the De 
been sold 

St. Louis are 
factory manage 
(Q.) 


fue Purina Mills 
adopting the plans of 
ment ideas of the Dayton 
people 
Daily Ledger, of 
issues a booklet of 
local advertisers It is 
and convincing 


ot 


cash 
register 
Birmingham, 
testimonials 
from both in 
teresting 

As an inducement to secure crowds 
to hear W. J. Akers tell why he should 
elected mayor of Cleveland, O., 
ters were put up stating that “beer 
other refreshments will be served 
of charge.’ 


Tue Philadelphia 
from 130 3-4 columns of classified 
in January to 384 1-2 in March. 
call it a phenomenal gain, but the 
are really too commonplace for 
condition describex 


Tue E-Z Waist Co. 
vertising their child's 
tions going to women, 
interesting style of advertising. Phis 
is the combination of a living model 
with a designed ad. It makes an effec 
tive combination. 


be pos 


and 
tree 


Times has grown 

ads 
They 
words 

the 
of Boston are ad 
waist in publica 
using a new and 


the latest. 
by a Broadway optician 
out goods that have be- 
faced and otherwise de 
The idea 
any busi- 


‘WINDOW sale” is 
It is being used 
who is cl 
come tarnished, 
preciated in window ee. 
would seem to be adaptable to 
ness that features sales. 


window of Dr. 
on Broadway is a tracing 
dent Lincoln's feet. made in 1862 by 
the doctor himself. With the tracing 
is exhibited a in the President's 
handwriting which directs his doorkeep 
er to admit the doctor whenever he 


calls 


CitaRLes EF. 
just grereas leted for 
a oooklet showing juvenile 
which is well arranged. The 
Diamond |) enamel, printed 
and shows boys’ fashions 
sketches in zine etching 
in color 


display 
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Kahler’s shoe 
of Presi 


In the 


store 


has 
Clothiers 
fashions, 
body is of 
in two col 
and thumb 
which 


JONES Chicago, 


‘The lub” 


ot 





ors, 
tn uil 
printed 


are 


“MECHANICAL Arithmetic” is a book 
tet published by the Felt Tarrant 
Manufacturing Company, of 56 Ili 
treet, Chicago It illustrates and 
cudes the use and advantages of the 
Comptometer manufactured by that con 
cern, giving price list and indorsements 
by purchasers of the machine 


tells 





nois 
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ago a letter came 
Chinese legation at 
Washington, o1 signature of Wu 
Ch 1ochu. the son the Chinese minis 
telling how much Madame Wu 
the r on “Child Life in 
which appeared in a recent is- 
Delineator 

(Ind.) Daily Courter 
would not make a cir- 
culation statement that would hold wat 
er, gets credit in the March edition of 
the American Newspaper Directory for 


THAYER 
d ivs 
the 


Toun AbAMS 
INK that a few 
to him from 








lilke d 
China” 
sue of the 
Tue Evansville 
which since 1896 
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an average output for 1900 of 
copies, and Mr. W. E. Scott, its 
York representative, seems to be proud 
of this unprecedented showing. 


Los ANGELES, April 1 (Special) In 
future all letters going out from the of 
fices of the Mayor and the Chamber of 
Commerce will be stamped on the back 
with an advertisement for the city of 
Los Angeles. Following is the inscrip 
tion which they will bear: ‘Population 
Los Argeles City, 1890, 50,3953 
102,479; 103 per cent increase. 


BRANDER MATTHEWS has pub 
Longmans, Green & Co., 
small but excellent vol 
Notes on Speechmaking.”’ 
rhe book, although designed specifically 
to aid modern speechmakers, will be in 
teresting to others whose object is to 
—e opinion; and its price, half a 


1900, 


PRoF. 
lished through 
of New York, 


ume called 


doll is in striking contrast to the val 
ue m4 the suggestions it embodies. 

Tue Journal and Tribune, of Knox- 
ville, Tenn., issues ,a booklet telling 
about its circulation, price, weekly is 
sue, giving map of city and suburbs, 
population of same, county population, 
extent of rural mail delivery, business, 
place of Tennessee cities in the 1900 
census, mail territory, scattering cir- 
culation and rates for advertising—on 


interesting brochure. 


of the Chicago 
Journalist, Mr. 


the whole, a most 


In the 
(Ill.) Nati 


April number 
mal Printer 


L. L. Kiene, of the State Journal, To 
peka, Kan., has an extended article on 
‘The Development of a ‘ewspaper 
Man,” in the form of a narrative of the 
ac tual experiences of a new reporter. 

‘A Little Light on How to Begin a 
Newspaper Career’” and “Advertising 








and Advertisement Writing’ appear in 
the same issue. 

Tue Press-Republic, of Springfield, 
©., has come forth with a fine Easter 
edition of 48 pages with a supplement 
illustrated in colors. The whole appear- 
ance of the number is one of a thriving, 
up-to date metropolitan journal, and 
judging from the number and quality 
of advertisers represented, they also 
think so. ‘The good and striking display 
of the advertisements is a pleasing feat- 
ure of the issue. 

INVESTIGATION of the news orders of 
half a dozen of the leading clubs showed 
that the Union League, the University, 
the Metropolitan, the New York Ath 
letic, the Progress and the Manhattan 
bought evening newspapers for their 
reading rooms in the following quan 
tities: Evening Post, 96; Sun, 48; Mail 

Commercial Adver- 
World and Telegram 
4 each.—Profitable Advertising. 

‘Tue City of Cleveland and Its At- 
tractions” is the title of an illustrated 
booklet prepared by E Doty, secre- 
tary of the Cleveland’s Business Men's 
Convention League, with special refer- 
ence to the sixteenth annual convention 
of the Ohio Republican League which 
recently met at Cleveland It contains 


points of interest in and about the larg 
est city in Ohio and serves as an excel- 
lent piece of industrial advertising. 


Geneva Optic al Company, of 
N. Y., advertise in the jewelry 


THE 
Geneva, 








trade papers. The exact size of 
of the “Geneva Superior Binocular 
reproduced with the following explana- 
tion: “This ad will appear in the leading 
magazines through the summer. We 
give you our beautiful booklet with your 
name on it as our selling agent for dis 
tritution among your customers. In 











fact, we advertise and sell the glass for 
you, Vrite for terms.” 

Witu its issue for April 1 the Chi- 
cago Post comes out in a new _torm. 


Its pages are half the size of the former 
sheet, containing but four short col- 
umns, the number being increased to 
twenty-four in order to give the amount 
of matter printed on twelve of the old 
size. The paper was recently sold to a 
company headed by J. O. Schaffer, and 
the innovation is part of a new business 
policy that has been inaugurated. The 
old editorial policy is retaimed. 

e. 
of 150 
sold that 
has to do 
weekly 
former 
Journal, 
will have 
Building, 
centrating 
trade and 
ing into 


Harris, the newspaper broker, 
Nassau _ street, ew York, has 
branch of his business which 
with the sale of daily and 
newspapers to Mr. C. M. Palmer, 
manager of the New York 
Messrs. Valmer and Harris 
offices in the Postal Telegraph 
253 Broadway, Harris con- 
his attention on the sale of 
class papers, and Palmer go 
the sale of newspapers. 
ConsvuLt WARNER at Leipsig, in a com- 
munication to the State Department, 
says a new method of street car adver 
tising has been. instituted in that city. 
rhe consul says in every street car are 
hung copies of a bi-weekly newspaper 
of Leipsig, in whose columns are adver- 
tisements, raiiroad time tables, a few 
jokes and theatrical notices. The pas- 
sengers are granted the privilege of tak- 
ing the papers from the hooks in the 
corners of the cars to read them during 
the trip.-—Il ashington (BD. €C.) Siar. 


Tie most remarkable advertising nov- 
elty in London now is a beetle put for- 
ward by an enterprising tailor in the 
city It is the size of an average black 
beetle, but quite flat. The joke is to 
drop it unseen into one’s liquor, and 
when a sympathizing friend calls atten- 
tion to the fact that there is a beetle in 
the glass or the cup, you remark, “Oh, 
that’s nothing,’’ and toss off the liquor 
to the horror of the company. There is 
then a rush on the beetle, and the trick 
beirg discovered those around take up 
the beetle to look at it, when they are 
confronted with the tailor’s name and 
address legibly inscribed on the back. 
It has caught on immensely. The genius 
of the worthy tailor, of course, lies in 
his utilizing the public taste for a prac- 
tical joke to assist in making known his 
tailorship.—Coventry Mercury. 








PRESIDENT WILtIAM F. Kino, of the 
Merchants’ Association of New York, 
las appointed a committee of that or- 








nization to visit Texas in response to 
the invitation, tendered by the State of 
Texas, through a resolution passed by 
both houses of the legislature, inviting 
the Chamber of Commerce and_ the 
Merchants’ Association of New York 
to send committees to that State for 
the purpose of inspecting its resources 
and conferring with its business men 


PRINTERS’ 
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and officials as to the best means of de- 
veloping these resources This invita- 
tion grew out of the visit which Gov- 
error Sayers of Texas made to this city 
last autumn for the purpose of officially 
thanking the people of New York ior 
what they had done and were doing in 
aiding the sufferers of Galveston and 
vicinity. At that time he informally in 
vited the two bodies above named for 
the purpose of going down and inspect- 
ing the State. Subsequently the legis- 
lature passed a joint resolution making 
the invitation formal and official. 

SoME time ago all 
Los Angeles, Cal., were invited to com- 
pete in a ae rivalry to exhibit the 
snost beautiful picture or best design for 
advertising purposes, to be exhibited 
upon the stage of the largest theater in 
the city. All the various trades were 
represented, and the competition was 
very keen in come tines; people paid the 
regular admission charges, and were 
entertained during intervals between tiie 
scenes by solos and quartets. A young 





the merchants in 








lady walked upon the stage amidst a 
scene representing a garden; as soon as 
she stepped forward a dozen little os- 
triches from the South Pasadena Os- 
trich Farm were turned loose before 
the fcotlight while oiuers s held in 
leasn by ribbons Thus perambulating 
arcund, surrounded by these curious 
little freaks, attracted a great deal 
of attention, and, according to the 
votes collected by the ushers at the 
end of the three entertainments given, 
received the largest number. Upon 
her head was a lovely array of white 
ostrich feathers; her parasol was made 
entirely of large ostrich feathers and 


represented in value a hundred pounds; 
around her neck was a magnificent 
trich boa. Added to these, the natural 
charm of the lady “brought down” the 
house and carried off the first prize for 
the South Pasadena Ostrich ‘+. % We 
are indebted for a photo to Mr. Hors- 
fall Rydell, which was taken by Rey- 
nolds, Los Angeles, Cal. The tableaux 
that won the prize is illustrated in the 
current issue of the Strand by a half- 
tone of a photo by Reynolds, Los An- 
geles. stllboard. 
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t 
= N You remember the weather flags 
.. on the Observatory. You know 
a —— what they are for. You know 


these flags signal hours and days 
ahead to avoid danger and disaster. 
The wise mariner heeds the warn- 
ings. There is an Observatory for 
advertisers—the American News- 
paper Directory. It warns by 
cautionary signals all classes of ad- 
vertisers how to avoid financial 
losses and disaster. There is no 
guesswork about its signals. It 
contains a third of a century of experience in dis- 
playing the right signals for advertisers. Wise 
ones everywhere heed them faithfully. 

The latest issue of the American Newspaper 
Directory—first quarter for 1901, first installment 
of a new century, thirty-third year of its own 
consecutive publication—is NOW READY. 

The circulation ratings of all newspapers and 
trade publications of the United States and Terri- 
tories and the Dominion of Canada—a grand total 
of 21,844 publications—are totally revised to date. 
$5 carriage paid. 








We have used your Newspaper pee | ever since it was first 
published, and find it the most complete and reliable guide that the 
advertiser can make use of.—R. V. Pierce, President World’s Dis- 
pensary Medical Association, Buffalo, N. Y. 





We find that we get a correct idea of circula 
tions from your Directory that cannot be ob- 
tained from any other similar publication. We 
receive other Newspaper Directories gratis; but 
the fact that we pay cash for yours in addition 
shows that we cannot place the same depend- 
ence upon the “free list.” We thoroughly ap- 

reciate the careful manner in which your 

irectory is compiled.—Jos. H. Hannen, Adv'g 
Dept., Southern Railway, Washington, D. C. 





GEO. P. ROWELL & CO., Publishers, 
10 Spruce Street, New York. 

















PRINTE 
CERTAIN 


Tiere are 
ures that it 
by advertising 


DIFFICULT 
certain lines of manufact- 
very difficult to develop 

Take mining machin- 
ery; this can only be advertised suc- 
cessfully in a limited territory, where 
mines are located, and the general pub- 
licity idea would be worse than burning 
money; but mediums must be selected 
that appeal to such a class, and news 
paper advertising can develop it. 1 can 
imagine a case where a brick maker in 
Kansas City could advertise that 
when man was about building his 
house he would insist on having brick 
made by a certain brick maker, simply 
because he had read his ad times with- 
out number. To carry out my scheme 
to completeness, it would be necessary 
for this brick maker to have a trade 
mark or his initials stamped on each 
brick, that a man could not im 
posed upon by a contractor in saying, 

Yes, these are So-and-So’s brick. 

Such a success as | have referred to 
could not be reached quickly. It would 
be quite necessary in carrying out suche 
a plan to always have the brick good 
the best that could be made for the 
purposes for which they were adver- 
itised, and it would be desirable from 
an advertising point of view to have 
some littie feature put in to make the 
brick more desirable; but that this man’s 
brick should be chosen beyond the brick 
of another is a proposition that no man 
who has studied modern advertising 
would dare to dispute. The results 
could not be attained except by quite 
an outlay of money and quite a length 
of time, and my experience has taught 
me the at it is possible, even with such a 
thing brick, for a man to do adver 
tising and convince the people that his 
brick is better than anybody else's. 
D, M, Lord 
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so 
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so be 


o> 
FROM LONDON, 

The man who proposing to spend 
five, five hundred or five thousand 
pounds in trade announcements in the 
newspapers should not part with, or 
render himself liable to part with, a 
halfpenny of his money until he has 
received absolutely satisfactory assur- 
ances upon such vital points as the fol- 
lowing: 

1. In number of genuinely cir- 
culated of newspapers and peri- 
odicals will my advertisement appear for 
a given sum? 

2. Do those 


ADVICE 


is 


what 


copies 


newspapers and periodi 
cals circulate amongst the people to 
whom my advertisement more particu 
larly appeals? 

3. Are the wording, 
torial inforcement of my ad 
that can be adapted to the 
Newspaper and Poster Adz 

se 
A GOOD TIME 

The « 
in adve 
restored. 


and 

the 
subject ? 
er fisting 


display pic 


hest 


COMING. 
lay is coming when 
tising wil! have their meaning 
A glance over the work of 
the best publicists proves this state- 
ment. Every Word of such advertising 
meaning. Its use is increasing and 
will not be long before it will drive 
the meaningless extravagance which 
Iumbers up the press.—Michigan 
man, 


adjectives 





has 
1t 
out 


now 


Trades 
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THE LESSON OF VANDERBILT'S 
COOK. 
Mr. Vanderbilt pays his cook $10,000 


a year, which is a great deal more than 


we can get, because he can cook, that 
is all. Presumably because he can 
cook better than any other man in 


America. If Monsieur Saucegravi could 
cook tolerably well, and shoot a little, 
and speak three languages tolerably well, 
and keep books fairly, and sing some 
and understand gardening pretty well, 
and could preach a fair sort of a ser- 
mon, and knew something about horses, 
and could telegraph a little, and could 
do light porter’s work, and could read 
proof tolerably well, and could do plain 
house and sign painting, and could help 
on a threshing machine, and knew 
enough law to practice in justice’s court 
in Kickapoo township, and had once run 
for the legislature, and knew how to 
weigh hay, he would not get $10,000 a. 
year fer it. He gets that just because 
he knows how to cook. It wouldn't 
make a cent’s difference in his salary 
if he thought the world was flat and 
that it went about its orbit on wheels. 
There’s nothing like knowing your busi- 
ness through and through, from withers 
to hough, whether you know anything 
else or not. What’s the good of know- 
ing everything? A great financier once 
said to a youth: “‘What is your greatest 


ambition?” “To be a rich man,” was 
the reply. ‘‘That’s where you’re a fool,” 
answered the financier, “you ought to 
strive to he the greatest in your line 


in the world, and you can’t help being 
rich.’—Ad School. 





+o 
IN ENGL AND. 
“English travelers,” says a London 
correspondent of the Boston Transcript 


“have so jeered our advertising outrages 
upon architecture and scenery, that I 
fancied we were of all nations most 
culpable. But after a season’s residence 
in England I hold America excused 
Our advertising efforts are modest, even 
feeble, beside those of our English 
cousins. A London bus is a mere ad 
vertising van, with accommodations for 
passengers. It takes almost as long to 
read one through as to read a daily pa- 
per. The destination of the bus i 
marked in inconspicuous letters, the 
smallest on the canvas-decorated vehicle, 
and the chances of disentangling those 
letters from the maze of advertising an- 
nouncements about them in time to hail 


a bus you want is smaller still.’ 
ee 
AMBITION, advertising and achieve 
ment are a great trinity of s. 


+o 


Classified Advertisements. 


Advertisements wider this head tivo linesor more 
without See: 25 cents a line. it be 
handed in one week in advance 


WANTS. 

BS ~ rns DAILY JOURNAL, Asbury Park, 

- Cire’n2 197. Rate 7 cents an inch. 
Wore than 200,000 copies of the morning edi- 
o tion of the World are sold in Greater New 

York every day. Beats any two other papers 
W: ANTED — Books about newspapers, recent 
newspaper directories, Am. and foreign. 
Partic’rs and prices to “ P. C. M.,”’ Printers’ Ink. 











PRINTERS’ 


PUBLISHERS’ COMMERC IAL UNION ; a credit 

agency covering all advertisers and agents 
every publisher nee ns it. Details at Boyce Bldg.. 
Chicago, or Temple Court, New York 


\ ’ ANTED—Linotype Machines. Must be in 
good condition. \\ill take up unexpired 

contract or pay cash. LOUIS DUPONT, corner 

Chureh and Cherry Sts., Nashville, Tenn. 


W ANT young man as stenographer, with some 
knowledge of newspaper business. Gov 

chance for an a Od oa man possessed of 

common sense. “* .C. M.,” Printe rs’ Ink. 


\W ANTED — For $10,000 to $30,000 cash — Rep. 
daily ; city 10,000 to 50,000 pop., in mild cli- 

mate ; either mone, maker or one fully suscept. 

ble of cultivation. “NEWS? AP ER,” Printers’ Ink. 





| T will pay you to know us if you value the 

circulation end of ie business. Our idea 
is yours for the asking Entirely new, novel, in- 
expensive. THE M. .& M. CO., De pt. C, 1430 
Second Ave., New York. 


QITUATION wanted as circulator, 
‘ man now with circulation dept. Chic ~ 
daily. Six years’ experience in newspaper wor 
also practical printer. References. Addre s 
KENNETH F. Bk ERS, § South Bend, ind. 


( RDERS for 5 line att a ivertisements 4 weeks $10 
in 100 Nlinois newspapers ; 100,000 circula- 
tion weekly ; other Western weekly y pepe rs same 
rat ” Catalogue on application. SHICAGO 
NEWSPAPER UNION, 10 Spruce St., New York. 


& RNALD’S NEWSP. APER MEN’S EXCHANGE 

established May,’#8) recommends competent 
editors, reporters and advertising men to pub- 
lishers. No charge to employers ; registration 
tree; fair commission from successful candidates. 
Tel. 659-2. 15 Cedar St., Springfield, Mass, 


*OUNG man wanted possessing artistic abil- 

ity in drawing strong, forceful skerches, 
suitable for newspapers and advertising illustra 

tions. Must have the faculty to grasp given ideas 

quic 4 and be able to produce them with pen 
and in Applicants please state aye, education, 
experience if any, and salary wanted. A few re- 





by young 











cent sketches, possibly from actual life, or oth- 
ers, must socomees TKR Please ad. 
dress “ ADVERTISING ATOR,” care of 
Printers’ Ink, 10 Spruce St,, New Yor 
MAiLING MACHINES 
G; \ ET the best, the Matchless ,of REV. A. DICK, 
43 Ferguson Ave. , Buffalo, N.Y. 


~?o 
COLOR PL: ATE | MAKER. 


ee DERICK KIRSTE 
170 Fulton St., New York 


SHORTHAND BY MAIL. 


YERSONAL INSTRUC ‘TION Complete course 
$5. Write W.A. L —- Box 672, N.Y. City 


EDITORIAL iL Ww RITER. 


editorials, all subjects. Write for 


‘piety \ 
H. L. GOODWIN, Malden Sta., Boston. 


rates, 


- > 
POSTAL CARDS BOUGHT. 


TNCANCELLED printed or addressed perinl 
cards and stamps bought for cash. BURK 
MANUFACTURING CO., 614 Park Row Bldg.,N.Y. 
- -o 
ELECTROTYPES AND STEREOTYPES. 
Ik *LECTROTYPE or stereotype cuts. When you 
want poe ones, order from Bright's “Ok 
Reliable,” #uis EKlectrotype Foundry, No. 
211, North Third St., St. Louis, Mo. 


~ ADDRE ESSE ; 


\ AILING list, in stamp or sticker form. Copied 
4 from original letters of agents and mail- 
order buyers. New and up to date. Address 
BERG, BEAVER & CO., Davenport, Lowa. 


<> 


LETTER BROKERS. 


ETTERS. all kinds, received from newspaper 
4 advertising. wanted and to let. What have 
ou or what kind do you wish to hireof us! THE 
MEN OF LETTERS ASSN, 595 Broadway, N. Y. 
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PRINTERS’ MACHINERY 


»RINTERS’ modern machine y,new and re- 

built. Type of the American Type Found 

ers manufacture. Quality, not price. The best 

is none too good for you. CONNER, FENDLER 
& CU., New Yo.k City 





> 
ENGR. AVING OUTFITS. 


Saal. MANUFACTURING CO., 

2 Fulton Street, New York, 
make oman for photo-engraving, electro- 
typing and stereotyping. Newspaper —- nts 
a specialty. Cameras, screens, lenses. 


F, ¥F 


— ee 
BILLPOSTING AND DISTRIBUTING. 


YILLPOSTING, distributing and advertising 
bu.leiin signs. Contracts made for all the 
conspicuous points of travel in and about Bou 
a and Wew England States DON 
KELLY & SONS, 7 Knapp St., Boston, Mass. 
ee 
E VGR. 4VING, 





Cy AS. BUTT, wood and p photo engraver, 112 
Fulton St., New York. Get prices. 
*E will give you better work at sitaie »wer price. 


Try us and see, 


MAN ATTAR PHOTO-EN 
GRAVING Co -Y. 


-» 7 New Chambers St., 





~~, 
PAPER. 
AY JL kinds of paper. r, all degrees of quality. Ev 
ery weight, color and finish. No matter 


what you are going to print, before you select 

the paper write to us and mention what you 

want. Wecan be of creat assistance to you. We 

have everything in the paper line and the price 

is right BASSETT & SUTPHIN, 45 Beekman St., 
New York. 


a +o 
ADVERTISING AGENTS. 
\ DVERTISERS sighing for new worlds to con- 
quercan be directed to fields of easy victory 


by e stablishing a line of communication with me 
LUGENE HOUGH, Newton, Mass. 


] ON’T advertise for salesmen or BR ip until 
you get our lists of leading * ad pa 
Sent free. Ht NGERFORD & DARRELL 

AGE NCY, Washington, D. ¢ 
——_~+ - 
PHOTO ENGRAVING. 

Ta ' STANDARD ENGRAVING CO,, 61 

, New York. 


V E will give you better work at a lower price. 
iry us and see. MANHATTAN EaOTO- EN- 
GRAVING CO., 7 New Chambers 8t., 
fC TON ENGRAVING CO. 
Designing and engraving by all modern 


_ thods. Corre: pponde nce solicited. 130 Fulton 
, New York Cit 


ers 


ADV. 


Ann 


cs, ee 
MISCELLANEOUS. 


4 MON EY making secrets arda year's sub. for 
2%e. TAK NEW CENTURY, Waterville, Me. 


W ILL preemies ace with weeklies and mail- 
order papers. 


INDEPENDENT, Grant, Mich. 
( ‘YET more ads and better prices. Partioutars 
¥ for copy of your weekly and stam 
HOUGHTALING, Windor, Minn. 


F troubled with ants, write 

stamp. I will send full 

how to get rid of them F.A 
cellus, N. Y. 











me, inclosing 1c. 
varticulars (free) 
HOMPSON, Mar- 


ADDRESSING MACHINES. 


\\ E have lists of merchants in all classes of 
trade throughout this country and Can- 
ada, and address circulars, envelopes and all 
manner of advertising literature at the lowest 
rices. If interested write for further particu- 
ars. RAPID ADDRESSING MACHINE CoO., 290 
Broadway, New York City. 


NHERE are many so-called addressing ma- 
chines on the market, but remember that 
Wallace & Co.’s is the only one now in successful 
use among the large publishers throughout the 
country, such as Printers’ Pe Cosmopolitan 
Magazine Co., Butterick Pub. Comfort, of 
Augusta, Me., ‘and many A Ry ‘Send for circu- 
lars. WALLACE & CO., 10 Warren St., N. Y, 











IMPOSING STONES. 


] » EST quality Georgia marble imposing stones, 
twe inches thick, 50 cents square foot ash 
with order. THE GEORGIA MARBLE FINISH 
ING WORKS, Canton, Ga. 
>> 
TO LET. 
7° LET: White Mountains -Ge' entleman’s resi- 
dence to let toan appre i tenant for the 
season of 1901; most attractive situation, within 
reach of the Waumbek Golf Links; fully fur- 
nished ; three bathrooms ; copious water supply ; 
six fireplaces ; three sitting rooms ; 11 bedrooms : 
vine-clad piazzas ; st: bling for six horses ; excel- 
lent garden. For further particulars address 
owner, GEO. P. ROWELL, Irvington on Hudson, 
, or No, 10 Spruce 5t., N. Y. City 
ee 












ADVERTISING NOVELTIES. 


IN = Confederate money for only 
85005. CHAS. D. BARKER, Atianta, Ga. 


PD ICYC LES and tric *ycle wag’ ns. Factory to buy- 
d er. Write ROADSTER SHOPS, Camden, N.J. 


ypae warmest of all PRix ERS’ INK babies is THE 
AD-WRITER, St. Ten cents brings 
sample copy. World’s Fair C ity, 1903. 


A 2 pe es IAL home magazine for department 
es, to be presented to customers. Par- 
tic’ mm... from L.R AY MOND, 159 Nassau St., N. Y. 


ee the purpose of inviting announcements 
of Advertising Novelties likely to benefit 
reader av well as advertiser, 4 lines will be in- 
serted under this head once for one doilar. 
—— +o oe 


BOOKS 
pest COME, gi SE RV ED! 
t $2. 








Any one who advertises in or has dealings with 
newspapers and periodicals has a chance to se- 
cure now, at half price, a copy of the AMERICAN 
NEWSPAPER DIRECTORY FOR 190, MARCH ISSUE. 
A complete catalogue of the Contemporaneous 
American Periodical Press and the recognized 
Authority on American Newspaper Statistics ; 
over 1,400 pages; regular price five dollars. 
limited number of this edition only is left over 
that can ve had at the above reduced price. All 
of the other editions of 1900 were exhausted 
within the eye gd their respective issues, On 
receipt of $2.50 the book will be sent free of ex- 
precharese. Address GEO. P. ROWELL & CO.,, 
10 Spruce St., New York. 


— +o, —— 


NE WSP. APER BARGAINS. 
81 000 CASH with balance $1,000 on easy 
Y 9 


terms buys a reliable weekly busi 
et in a fast-growing town of 9,000in New Eng- 
nd 
$1,600, one-half cash, buys a good weekly and 
job business in V irginia. 
$900 cash and $1,000 on easy terms buys a 
oe and job business in Oregon. 
buys a weekly and job business in New 
Y be gd State, paying over $2,000 a year. $2,500 cash 
—possibly a little less. 
$3,000'cash, balance on easy terms, buys a live, 
growing daily within 100 miles of New York City. 
Properties in Eastern and Western States: 
large and small. What do you want! 
Cc. F. DAVID, Abington, Mass., nang ntial 
Broker and Expert in Newspaper Propertie: 
30 years’ experie! nce. 





BUSINESS OPPORTUNITIES. 


DVERTISE your business by publishing a 
é newspaper of your own on an economical 
plan. Send for full a J. HARTLEY, 
15 Vandewater St., New 


TO. 32a, Wis., $1,700, job plant, busy as a bee- 
a hive. Half cash, balance 5 notes. Ah rvest 
for a hustler. Facts for asking. A. H. SMITH, 
Newspaper Broker, Earlville, Lil. 


TO. Bes Mich., $850,-Rep., est. 1896 : clear and 
4 ith good future prospects. Cash and right 
sec urity. s worth $1,000. Ask about this one. 
A. H. SMITH, Newspaper Broker, Earlville, Ill. 
N?2: 27c, Ohio, $3,000, ied 1 waemly Net busi- 
i ness last year crowd A physician 
says quit. Owner agrees. Whole or half. ‘Stronz 
demand daily. A. H. SMITH, Newspaper Broker, 


le, 





28 PRINTE 


RS’ INK. 


COIN ¢ —- ARDS. 


Ss PER. 1,000. Less | 
2) THE COIN WRAP PE 
+o 


COLLECTIONS. 








(ui zcrions. G. D. COGSWELL, Attorney- 


at-law,s. w. corner Second and Market Sts., 
Camden, N. J. 
~~, » 
SPECIAL REPI ESEN TATIVES., 

I A COSTE AND MAXWELL 

4 38 Park Row, New York, tele phone 3293 Cort- 
landt, special representatives tor leading daily 
newspapers, 









“or 
NEWSPAPER FOR SALE. 
N°: 294, ill., $7,500, Kep., county seat i weekly. 
A hummer, and will not be on market b stg 
Who gets it! Fart time. Write to-day. ya 
SMITH, Newspaper Broker, Ear!ville, Ll. 


aad 
PRICE LIST FOR JOB PRINTERS. 


) AMALEY’'S PRICE LIST FOR JOB PRINTERS 

\ fifth edition ; single copies 7! 4 Ken ody two 
for $1. The best and cheapest estimator that 
any printer can employ. RAMALE Y 'P UBLISH- 
ING CO.,, St. Paul Minn. 





te 
MAIL ORDER SPECIALTIES AND PRE 
MIUMS. 


] 6 y 89 DRESS and cloak cutting charts sold 

Yow in Jan. to one publisher. Unequaled 
premium. Publishe d “for the trade ,” no adver- 
tising on it. 2-3 per cent profit in ‘it to agents 
and mail order men. No stock required. We 
can mail direct toconsumer. We furnish circu- 
lars. We supply electros. Sample 50 cents, par- 
ticulars for stamp. P. C. KULLMAN & CO., 23 
Duane St., New York. 


Ht ALF TO TONES. 


A LL subjects, all sizes. Proofs mailed from a 
bo stock. L. RAYMOND, 150 Nassau Street, 
New York, 


| YERFECT copper half-to , $1; larger, 
1l0e per in. THE You NGSTOW 'N “in Cc EN 
GRAVING CO., Youngetown, Ohic. 


ce TS at cut prices, but good ones at that 
THE STANDARD ENGRAVING CO. (Inc.), 
7th and Chestnut Sts., PHILADELPHIA, 


+o 


ILLUSTRATORS AND ILLUSTRATIONS. 
H. = - IOR & CO., Wood l-ngravers, 10 Spruce 
» New Y ork. Service good and prompt 


AL ain all sizes. Proofs mailed froma 

f big stock. L. RAYMOND, 150 Nassau Street 

New York 

| YRINTERS, write on your business letterhead 
for illustrated catalogue of copyrighted lodge 

cuts. RK. CARLETON, 218 8. 14th St., Omaha, Neb. 


( ) RNAMENTS and initials to give a distinctive 
style to your booklets and printed advertis- 
ing matter. Send for illustrations and prices, 
“Volume A.” KEYSTONE TYPE FOUNDRY, 734 
Sansom St., P’ ee Pa, 














’ 


NE WSP. APER PER BROKER. 


A H. SMITH, Newspaper Broker, Earlville, 
4X. Ill, invites corre spondence from seliers— 
seekers. State wants plainty. 


©. M PALMER has bought 
The daily and weekly newspaper 
Branch of my brokerage business 
He will personally push it. 
He knows how and is a pusher. 
The business outgrew my facilities, 
He will perfect at great expense 
Bureau of information and exchange 
Which will be ot immense advantage 
Te every buyer and seller of newspaper property 
I concentrate my attention 
Upon the sale of trade and miscellaneous publi- 
cations. 
Together we take large offices 
In the Vostal Telegraph Building 
At 253 _roaaway on May Ist. 
Until please address or call on 


EME RS ON P HARRIS, 150 Nassau St, N.Y. 





ore; any printing. 
©O., Detroit, Mich, 
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NEWSPAPER INFORMATION 


gg latest newspaper information ase the lat- 
est edition of the AMERICAN NEWSPAPER DI- 
RECTORY, issued March 1, 1901. Price, five 
dollars. Sent free on recei : of price. GEO, P 
ROWELI & CO., 10 poser — York. 


TR: 1DE L LISTS. 


| ,OYD's CITY DESPATCH, ADAronting. ating 
and Delivery Agency, 16 Beekman , New 
York, Established over half a -entury. SS 
list«inany classification of m’f’r's, jobbe ret 
crs, supply houses, reside = ssions, individ- 
uals ia any part of world rite for catalogue. 
—- +o 
SUPPL AES, 
‘AUGE PINS, 3 for 10c. PRINTERS SUPPLY 
1” ©O., Grand Island, Neb. 
ioe is paper is eo with oe nenntee tured 
by the W. D. ILSON PRINTING INK CO 
Lté. A Ahad St., b ~-- York. ‘ona prices to 
cash buyers. 











os 
PREMIUMS. 


PELIABLE goods are trade builders. Thou 
\ sands of suggestive premiums suitabie for 
D vublishe 2rsand others from the foremost manu 
facturing and wholesale dealers in jewelry and 
kindred a 760-p. ill’d list price catalogue 
free. 8. F. MYERS CO., 48-50-52 Maiden Lane, N.Y. 





( UR circulation building plans are used and 

approved by leading dailies, weeklics and 
monthhes of the eee Business managers 
and circulation managers should write at once 
for details of our st plan and offer, as we take 
only one daily per . Catalogue and particu- 
lars sent free. THE DOMIN ON COMPANY, 
Dept. D, Chicago. 












FOR SALE, 


MYHE Nosy of name and title of eminent physician 
who is to enter the ministry, Particulars 
through GIFFARD KNOX, Westfield, N. J. 


Bo RITTEN list of all the manufacturers 
of New York, with their rating—compiled 
3 months ago—$8.50. JONES, Printers’ Ink. 


N°: 30a. IlL., $1,200, Dem. weekly. Doing splen- 
did business, and territory ponte un- 
developed. Cash and bankabie fe i 
SMITH, Newspaper Broker, Earlville, Ill. 


I RUIT PAPER for sale. The only publication 

of its class in the Central South. Located in 
fine fruit distric Good circulation. Cheap for 
cash. Address “ FRUIT P APER,” Printers’ Ink. 


N?: 25a, Mo., $9,000 daily, weekly. Popular 

with the masses ; adapted any policy. Pros- 
pects unexcelled Is to sold. Somebody’s 
chance. A. H. SMITH, Newspaper Broker, Earl- 
ville, Ill. 


) AMALEY’S PRICE LIST FOR JOB PRINTERS 

LY fifth edition ; single copies 75 cents ; two 
for $1. The best and cheapest estimator that 
= printer can employ. KAMALKEY PUBLISH- 
ING CO., St. Paul, Minn. 


Ce ne % - and job office in New 

York State emocratic ; official paper city 
and county; pays $1,800. Proprietor might re- 
tain special interest if so d to right party. Ad- 
dress “ A. B, C, T.,” care Printers’ Ink. 


|; OR SALE—One-half interest in a flourishing 
weekly newspaper, with job office and sta- 
tionery store attached, None need apply unless 
they mean business. Cause of as poor 
Lealth. “ B.,” 202 Beech St., Arlington, N. J. 


T=. NORTHEAST ARKANSAS ENTERPRISE 
newspaper and . plant, — ock country 
press. Webster gasoline engine, & P. 10x15 
jobber, 23'4 Reliance cutter, sterec a ing outfit, 
world’s type—all nearly new. Circulation 1,600; 
15 pages, all home print. Bought at forced sale. 
Must sell. #2,500 takes eve’ ~Seigamamaae HORACE E, 
RUFF, M.D., Maynard, Ark 


)) VERY issue of PRINTERS’ INK is religiously 
4 read by many newspaper men and printers, 
3 well as by advertisers. If you want to buy a 
paper, or to sell a paper, or type or ink, the thin, 
to do is toannounce your desire in a classifi 
advertisement in Paves’ bing The cost is but 
25cents a line. Asa e insertion will do 
the business. Address PRINTERS? INK, 10 Spruce 
St., New York. 














4 


ADVERTISING MEDIA 
i CHRONICLE, Princeton, Ky. 
‘HE GOLFER, Boston. Oldest golf publication 
in America 
Tr GOLFFR, Boston. Oldest golf publication 
in America. 
‘HE GOLFER, Boston. Oldest golf publication 
in America. 
hee» GOLFER, Boston. Oldest golf publication 
in America. 





aes E GOLFER, Boston. Oldest golf publication 
in America, 
MNVHE CHRONICLE, Princeton, Ky., is rated 1,800 
weekly in plain figu 
I ARDWARE DEALERS’ MAGAZINE, sam- 
ple copy 10 cents, New York City. 
‘O reach mail-order buye ers at 10c. line, use 
AGENTS’ GUIDE, Wilmington, Del. 
DVERTISING agents serving their clients 
4 honestly, call up TOILETTES ; estab, 1881 
N EWS, Tracy City, y, Tenn., Democratic wee kly, 
4 only paper in Grundy Co., 800 circulation. 
4 ) WORDS, 5 times, 25 cents. DAILY ENTER- 
PRISE, Brockton, Mass. Circulation 6,800. 
(0) WORDS for 50c. 10,000 circulation guaran- 
5 teed. THE AM. MAGAZINE, Homer, Mich. 
\ ANUFACTURERS’ JOURNAL; sample pony 
4 10 cents, 200 Montague St., Brooklyn, N 
’ YA OSTERNS WECKOBLAD, Worcester, Mass. 
4% ist class Swedish w’kly cir’lat’g in N.E. States 
7%: reach mail order buyers, try PENNY MoNnTH 
; l0e, a line; cire’n 25.000; Youngstown, © 
R= LACH the best Rowena = farmers by pl: —y 
your adsin FA ND TRADE, Nz ilie 
Te mee Only 10c. s— 
‘HE HOME, 16, 000 monthly, 5 cents an agate 
line, flat rate. Samples tree. Tribune Bldg., 
Room 4, Louisville, Ky. 





























( y' JR circulation extremely healthy, and your 
ad will pay if planted in SOUTH:.RN FIELD & 
FIRESIDE, Ashwood, Ga. 


\ NY person adve rtising in PRINTERS’ INK to 
the amount of $10 or more 1s entitled to re- 
ceive the paper for one year 
DS for the WESTERN SCOUT, Wichita, Kan. 
Official organ Improved Order of Ked Men 
State of Kansas. Order rder growing rapidly. 


A™ ERTISERS’ GUIDE, New Market, N, J. 
Circulation 5,000. sample free Mailed 
postpaid 1 year,25c. Ad rate, l0c. line. Close 24th. 


| » EFORE buying or selling a farm read FARM 
LOANS AND CITY BONDS, 155 La Salle St., 
Chicago, lil. Sample copy 10 cents; one year, $1. 
TIAN SUN, one of the leading weeklies of the 
Cherokee Nation. Ads in its columns at 
tract attention. WhkiLKS & CHAPMAN, publish- 
ers, Vian, I 





T= 2RE are others, but none so practical and 
helpful as THE AD-WRITER, St. Louis. 
World’s Fair City, 1903. 10 cents brings sample 
copy ; $1 a year. 
F you wish to reach the bottling trade of this 
country, advertise in the AMERICAN CARBONA- 
TOR AND BOTTLER, 67 Liberty St., New York. Es 
tablished in 1881. 


( NLY 50c. per line for each insertion in entire 
list of 100 country papers, located mostly in 

New York, New Jersey and Pe’ ~~ ee ay UNION 

PRINTING CO., 15 Vandewate r St., N. Y. 

Ts REVIEW, Brady, » Neb. four-page weekly. 

Only newspaper in Lincoln County, a grow- 
ing and prosperous farming country. Advertis 
ing rates reasona} dle. | Send for sample copies. 


»RISTOL (Fla.) FREER PRESS is a country 

) weekly with a circulation of 300 conies every 
week ; published at Bristol, the county seat of 
Libe rty County and in the center of a very fer- 
tile agricultural district. 


100, 00 PROVEN ; 20 cents flat. Special 
PATHFINDER June 1, Will reach 

— teacher at teachers’ institutes. If inter- 
ucational! field, this is your chance. 

THE PATHFINDER PUB. CO., Pathfinder, D. C, 



































J 


‘HE Wrightsville TELEGRAPH is the only all 
home print new pape, published in the 
eastern section of York Co, It covers the richest 
section of Pennsylvania and goes a the homes 
well-to-do farmers every week. It carries 
eighteen to twenty columns of advertising. Fer 
rates address THE TELEGRAPH PUB. CO., 
Wrightsville, Pa. 


FFIDAVIT—I, F. P. Boyle, publisher of the 
Houston WEEKLY TIMES, being duly sworn, 
say that the average number of copies each 
issue printed and circulated since Jan 1, 1900, 
of the paper, has been 1,4 E. P. LE 
lisher, Subseribed and sworn to Seteve me, this 
lith day of January, 1901, S. KE. TRACY, Notary 
Public in and for Harris County, Tex. 


er: DAILY HERALD, published at Shelby, 
Ohio, is a ght paper. It is printed 
in one of the most progressive towns of 
6,000 in the State of Ohio, The weekly REPUB 
LICAN is also published in connection with 
the HERALD, and advertisers are given the 
benefit of one price for both papers. Ax 

— THE HERALD PRINTING CO., Shelby, 
Ohio. 















MVHREE good lists s combinea. We h-ve com- 
ined the subscription lists of three long- 
established publications into one, and will publish 
in 16-page form THE Home, closing forms on the 
25th of each month and guaranteeing bona fide 
circulation to paid-in-advance subscribers ex- 
ceeding 15,000. Advertising rate,5 cents an agate 
line, no discounts to any_cne. Address THE 
HOME, 4 Tribune Building, Louisville, Ky. 


f ee FREIE PRESSE, Wilmington, Del. The 

only German newspaper—a daily 21 years in 
existence published in Delaware, and the on! ¥ 
one between Philadelphia, Reading and Balti- 
more. 

If you want to reacha good German trade, 
place your advertisement in the columns of 
t is paper. Results prove the value of the me 
dium. Write for sample copies and advertising 
rates. 


. | *HE COUNTRY POSTMASTER, a monthly mag 
azine advocating postal savings banks and 
rural free delivery, circulates in every State in 
the Union and all branches of the mail service. 
Excellent advertising medium. Price $1 a year, 
including free copy of “Four Years In a Country 
Postoffice,” or 2B -ractical Points for Postoffice 
Patrons Sample of magazine for the asking. 
Address “THE COUNTRY POSTMASTER,’ 
Effingham, Illinois, 











EARN THE ADWRITING BUSINES 
4 And make yourself worth $25 to 
Taught thorvughly. sprees ically and suc 
by mail by the PAG $ ©O., the or at- 
ors. Send for 48-page book. Suite 4, 167 ‘Adavas 
St., Chicago. 
)NE hundred and twenty two students have 
taken or are taking my instruction in 
writin’, designing and managing advertising. 
Lists of indorsements, subjects and methoa sent 
free on request. Only those in active business 
taken. k, ST. ELMO LEWIs, 518 Walrut St, 
Phila. 









+> 
PRINTERS. 
‘RY raised print advertising cards. Sample 
free. O. M. VANSANT, 44 N. 4th St., Phila 


W HEN you need Office statione ry send sample 

of what you are now using and let me quote 
prices. It will cost you nothing and stn ies and 
save you many dollars. High grade work at! 
grade prices. WILCOX, THE RINTER, Milford, 
New York. 

ONG run printing at rock bottom prices. We 

4 have a web press that has some idle time 
that could be used to good advantage in printing 
ag runs in a first-class manner ata low figure 
Let us give you an estimate. NATIONAL 
WATC HMAN, Washington, D.C. 


50 CENTS for 100 ivory fini: shed visiting cards ; 
~ either size ; “ Miss,” “ Mrs.” or “ Mr.” very 
neatly printed, with name, also with addres s, if 
desired, in steel plate script or engraver’s lt 
man, by mail prepaid. Each additional line 5c. 

each "additional 100 cards, 25c. Don’t confuse this 
with cheap, amateur work. Make copy in CAPITAL 
letters, to avoid error. Address ELITE PRINT- 
ERY, Kasson, Minn, 
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ADVERTISEMENT CONSTRUCTORS, 
\ M. WOODHOUSE, JR., Trenton, N. J., writes 
advertising matter for busy men. 


) ETAILERS, Heng E mail order de -partment. 

\ GEO. R. CRAW, 115 Dearborn St., Chicago, Ill 

Py R original onl Sit to. new customers. Casn 
with order. 8B. M. ANGLE, Lincoln, Neb. 











O* Y “ carefully ” pre sel copy rul's trade. 
c i AS. KR. BAKER, South Norwalk, Conn. 


\ ELVILLF. E. TR He rtford, Conn., writer, 
illustrator, printe Fine book lets specialty. 


YACTFUL talk for brief booklets. Want some ! 
JED SCARBORO, 5357 Halsey St. Brooklyn. 


NGRAW’S Household Kemedies advertising is 
our work, Samples tree. M. P. GOULD CO., 
Bennett Bid., N. Y. 


I ELM—C. DANIEL 111 Nassau St.,N. Y. Estab. 
A 1894. Illustrations with lots of ginger. 
p nam copy to suit. $2 up. 


\i EN you want the 
ness bringers—see 

P1., Cincinnati, and be satistl od. 

M H. PETERSEN pre pares the advertising 


4 matter for Tablet Pile Cure. Write for 
samples, P.O. BUX 77, Buffalo, > Ee 


| ylv IDEND-PAYING advertisemen‘s—the kind 

that brings results. write them, su po e 

ge write me. EDWIN S. KARNS, A, 347 EK, 42d 
, Chicago, 111. 


YOPY for 8-page booklet, $3.50; four trial ads, 

g wes advice on any business subject, $25; 
service $5 per month, one ad each week. 

Fu ANK B. WILSON, Kenton, Ohio. 


nregh LER’S ” best of fads 
Swi ¢ rhyming business ads, 

Of pith and point, for 

His New Y ork address is 10 Spr’ uce. 














cht kind of ads—busi- 
INES, 34 Garfield 














AUNCHING a new business! Whether it wil! 

4 bean ocean liner ora catboat may depend 

on_the advertising. Let us start you right. 

SNYDER & JOHNSON, Advertising Writers mad 
Agents, Woman’s Temple, Chicago. 
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Bring Business 





Read and Re flect ct 


CAMDEN, N. J.. Feb. 6, rgor. 
GEo. P. ROWELL & Co. 

Gentlemen—We, up to this time, 

have had a monopoly of the columns 

of Printers’ Ink in our particular line. 

We are pleased with returns, not only 

from inquiries and sales, but doing a 

jobbing business. On more than one 

occasion we have been informed 

through P. |. of jobs of goods which 

we have purchased at satisfactory 

prices. We shall continue our smail 

ad during 1901, and when the season 

opens for our line of tricycles, bi- 

cycles, tires, etc., will increase the 
number of lines. 

Very truly yours, 
ROADSTER CYCLE SHOPS, 
WwW Sees and Retail, 
Camden, N. J. 


UU Un UU or 
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A High-Class 
Booklet— 





at least one—can be used to good 
advantage by every advertiser. 
That does not mean an expensive 
booklet—at least not here. It 
means, for one thing, an effect- 
ive little business-bringer-—a 
waste-basket escaper, 8 pages, 
heavy paper, 3%x5 inches, wire 
stitched, any color of ink, one 
thousand copies for $10; five 
thousand for $26. 

[If we are to write your copy, 
there will be a moderate addi- 
tional charge. 

Our printing is good printing 
— impressive printing — which 
stands right out boldly and 
brightly among its competitors. 

Setting up ads and furnishing 
electros therefrom is also one of 





our specialties. 
Sample booklet on request. 


CALL ON OR WRITE TO 


PRINTERS’ INH PRESS 
10 Spruce St., New York 
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“TWENTIETH YEAR, - MONDAY MORNING, “APRIL 





The CHICAGO_RECORD- 


culation believed to be do 








morning competitor. 





The CHICAGO RECORD-HER 
of any paper printed anywhere, and probably 
out regard to price. 

The circulation department of the RE! 
Albert G. Beaunisne, who for many years h: 
Cuicaco Dairy News and the Cuicaco RE 


nized as the leading expert in this line in th 





Eastern Office, suite 1512.American Tra 
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RECORD-HERALD. 


G, APRIL 1, 1901-SIXTEEN PAGES 


PRICE TWO CENTS 








JRD-HERALD has a paid cir- 


e double that of its nearest 








HERALD has the largest two-cent circulation 


obably has the largest morning circulation with- 


> RECORD-HERALD is in charge of Mr. 
sars has been in charge of the circulation of the 
;0 Recorp. Mr. Beaunisne is generally recog- 


in the world. 


an Tract Society Building, New York City. 


LEE AGNEW, Representative. 
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A JOURNAL FOR ADVERTISERS. 

Issued every Wednesday. Ten cents a 
copy. Subscription price, five dollars a year, 
in advance. Six dvliars a hundred. No back 
numbers. 

te” Being printed from plates, it is always pos 
sible to issue a new edition of tive hundred cop- 
ies for $30, or a larger number at the same rate. 

(ar Publishers desiring to subscribe for PRINT- 
ERs’ INK for the benefit of advg. patrons may, on 
application, obtain special contidential terms 

tar If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name, Every paper is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES . 

Classified advertisements 25 cents a line: six 
words tothe line; pearl measure; display 50 cents 
u line; 15 linesto the inch. #100a paze. Special 
position twenty-five per cent additional, if zrant- 
ed; discount, five per cent for cash with order. 


OrFFicEs: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hill, F.C. 


JEW YORK, APRIL 17, 1901. 
WHAT IS CIRCULATION. 
The circulation of a newspaper 

is correctly stated by adding the 

number of complete copies of each 
separate issue printed during the 
entire year preceding the date of 





the statement and dividing the 
sum by the number of separate 
issues. 


The number of complete copies print- 
ed, folded and prepared for distribution 
is the only number that can be absolute- 
ly known and definitely and truthfully 
stated. What is done with the copies 
has a hearing upon the quality of the 
circulation. No newspaper man prints 
copies without the intention of making 
some use of them. To print a surplus 
for the mere purpose of deceiving ad- 
vertisers is too expensive. The same 
object may be achieved just as honestly 
by plain lying, which is cheaper. The 
difference between copies printed and 
copies sold is generally no more than 
five per cent, often much less, but some- 
times as much as twenty or even forty 
per cent. Just what the percentage is, 
when it can be known and stated, is in- 
formation of much value to the adver- 
tiser who desires to form an opinion of 
the worth to him of a specified circula- 
tion. 

- ~~ - 

ANy good articie in general use, 
intelligently advertised, is likely 
to pay a good percentage upon the 
investment. 


One of the big publications in 
London for the advertising of 
women’s articles is the Butterick 
Fashion Guide, which is asserted 
to have a circulation of 200,000 
copies. English people take more 
kindly to penny publications than 
they do to the expensive maga- 
zines, the circulation of the Delin- 
eator in England being, it is said, 
Only about 10,000 copies. 


RS’ INK. 

THE advertising of the Gainsbor 
ough picture is regarded as Charles 
Austin Bates’ chef-d’auvre. 





ABRAHAM & Straus, the largest 
department store advertisers in 
Brooklyn, N. Y., preach against 
heavy advertising in this  para- 
graph clipped from a recent ad: 

Lack LINING, ge. 
Withcut a catchy name and without 


thousands of dollars of advertising 
back of it. Without the good round 
price ycu pay when you buy those 
things, too. This black lining is the 


equivalent in looks and quality, though, 
of the kinds with the catchy names that 
cost more than twice as much. 

THE boycott of the Cuticura 
Remedies by the Eastern Pennsyl- 
vania Retail Druggists’ Associa- 
tion, which was in force for two 
years, and was the most persistent 
effort to dictate terms to a pro 
prietor ever attempted by the re 
tailers supported by the jobbers. 
was withdrawn on the 28th of 
March. Its failure was due -to 
lack of popular support, and to 
the cutters and grocers who freely 
supplied the prohibited remedies. 

‘ii 


THE publishers of the novel, 
“Like Another Helen,” use space 
on the first page of the New York 
zvening Telegram to advertise 
their product. It costs fifty cents 
a line in that aristocratic part of 
the paper, whereas if placed run 
of paper book rate the same ad 
vertisement would entail an ex 
penditure of only fifteen cents a 
line. Perhaps this modern Helen 
will eventually create as much talk 
in the world as did her ancient 
prototype. 





Mr. ARTEMAS WARD issues occa- 
sionally a piece of Sapolio advertising 
with which the ordinary public is en 
tirely unacquainted. It is called the 
“Sapolio Times,” and contains sixteen 
excellent pages. Intended only for 
retail grocers, it certainly would inter- 
a much larger audience. The 
motto is, “The Public Be Blessed.” 
The pages contain interesting articles, 
and pictures illustrating the various 
schemes Mr. Ward’s ingenuity has 
concocted to make his great cleaner a 
household word. And there is, besides, 
a good collection of healthy fun—such 
as even the puritanic inhabitants of 
Spotless Town would relish. 


est 
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THE Correspondence Institute 
of America, of Scranton, Pa., con- 
ducts a School of Advertisement 
Writing, about which it tells the 
prospective pupil: 

We supply you with 
how to use all the tools 
for this line of work; 
soft and blue pencils, 
rulers, penwiper, erasers, blotters, large 
and small return envelopes, practice pa 
per, etc. All reading matter, plates, 
designs, clippings and diagrams we fur 
nish. 

This appears to indicate that 
the materials and tools of the craft 
number everything save mental 
ability. 


and teach you 
and materials 
this includes hard, 
pens, penholders, 





Tue Manufacturers’ Associa- 
tion of Kansas City, Missouri, has 
established a catalogue library, 
and requests all manufacturers 
and mercantile establishments to 
forward their catalogues, receipt 


of which will be duly acknowledg- 
ed. Catalogues will be filed and 
indexed by the card index system 
voth as to firm name and subject 
matter of the catalogue. The As- 
sociation will maintain standing 
advertisements in all of the local 
papers announcing that the cata- 
logue library is at the service of 
any one, and that inquiries by 
mail, which can be answered by 
reference to the library, will be 
promptly and freely replied to. 


In an excellent booklet issued 
by the Chas. D. Thompson Ad- 
vertising Agency, of Omaha, Neb., 


that concern indicates what an ad- 
vertising agency may do: 

First.—We help him select the medi- 
ums covering the territory he wishes to 
advertise in—furnish him with the cir- 
culation of each, and the exact price 
his advertisement will cost to place it in 
one or all of the newspapers or maga 
zines he may choose to use 

Second.__We_ furnish him with a 
proof of the advertisement for his ap- 
provi al or correction, make all drawings, 
original plates and duplicates of the 
same at a less price than he can secure 
them. 

Third.—-Make contracts with each one 
of the mediums used, look after the 
proper placing of these advertisements, 
secure copies of each and keep them on 
file for his inspection at any time and 
for checking purposes; keep close tab 
on each advertisement as it appears in 
each publication and promptly correct 
any mistakes or irregularities if any 
are made. 

Fourth.—See to the payment of each 
paper; in short, take care of the con- 
tract while the advertiser takes care of 
the customers the advertising brings in. 
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Mr. H. H. Kowtsaat asserts 
that the Chicago Record, on the 
day of its sale to him, had the 
largest sale of any two-cent daily 
in the United States. 





**AMERICAN SUPREMACY” is the 
title of a book just issued by Chas. 
Austin Bates, Vanderbilt Building, 
New York City. The volume 
gathers facts and proofs in its 
pages of the now pending contest 
of this nation to obtain the com- 
mercial supremacy of the world. 
It presents what has been manifest 
long ago to the observing business 
man, viz., that this country is des- 
tined to be the largest factor in 
the world’s trade by reason of its 
vast resources and superior ad- 
vantages. This claim is well 
founded by utterances of officials, 
foreign consuls and the press, all 
of which are given. Mr. Bates 
also outlines a plan by which for- 
eign advertising may be initiated 
by American firms. He calls it 
“Famous American Standards.” 
It consists of a federation of 
standard American industrial con- 
cerns to obtain export orders by 
a combination of advertising in 
the principal foreign countries of 
the world. 


FROM a paper read by W. B. Cham- 
berlain, managing editor of the Minne- 
apolis (Minn.) /ournal, before the 
thirty-fifth annual meeting of the Min- 
nesota Editorial Association, St. Paul, 
March 1, the following is extracted: 

Tt is a fact not to be disputed, I 
think, that the most successful dailies 
in America to-day—at least from a fi- 
nancial point of view—are the afternoon 
newspapers. This is especially true in 
the West, but even in the great metro- 
politan centers, New York and Chicago, 
where the ancient hegemony of the 
morning newspaper still obtains in a 
way, the afternoon editions are making 
the money which the morning editions 
are spending. As a single example of 
this latter fact, take the Chicago News, 
whose pages are crowded every evening 
in the week with advertising. Cast 
vour eves whithersoever you will—to 
Detroit, Milwaukee, Kansas City, Den- 
ver, St. Louis. Cleveland, Cincinnati, 
San Francisco, Pittsburg—and the daily 
that is making money is issued at the 
close of the day. Without at this time 
entering into the question of which is 


the better newspaper—the morning or 
the evening—it must be evident that 
there are sound business reasons for 


this financial success, which is the more 


surprising when one recails the great, 
influential morning dailies of not so 
very many years ago. 
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H. BATTERMAN, the dry goods 
establishment of Brooklyn, re- 
cently illustrated Easter turbans 
by a halftone in the Evening 
IWVorld. The advertising manager 
of Batterman appears enthusiastic 
over the innovation, which he be- 
lieves beats line cuts “all to piec- 
es” in dry goods announcements. 
Printers’ INK finds itself unable 
to agree to so radical a change of 
opinion; in his view a good line 
cut would have shown both the 
fleecy turban and the fact beneath 
it far more attractively. 


To belittle one’s self in order to 
sell that which one desires to dis- 
pose of is not often done. Here, 
how ever, 1s an announcement 
which appears to produce such an 
interesting condition of affairs: 

Cranford. N. J., has more pretty 
homes, more pretty women and gentle- 
men of education than any other town 
in the State, and I have in the neigh 
horhood of these people a number of 
acres of land. Being as I am a journey- 
man blacksmith, am not considered any 
ornament te the neighborhood. I de- 
sire to sell this land to some good-look- 
ing lady or gentleman, who could feel 
at home in this neighborhood of excel- 
lence. W. C. Hennessey, care W. H 
Williamson, Lyons Farms, N. J. 


Every adwriter makes mistakes. 
Some advertisers profit by the er- 
rors of adwriters in their employ. 
Once Ehrich Bros., of New York, 
put on a new adwriter. His first 
dash out of the box was a full 
page ad in the New York Herald 
without a column rule in it. The 
adwriter was a stranger in New 
York and did not know that the 
Herald charged double for omit- 
ting column rules. When the bill 
reached Ehrich Bros.’s chief book- 
keeper it was for $1,792. Pages 
in the Herald had been costing 
the firm but $806. An “awful 
howl” was raised. The new ad- 
writer went to Mr. Howland, 
general manager of the Herald 
and explained his ignorance. The 
general manager said he would 
think the matter over. Three days 
later Mr. Howland wrote that 
$806 had been deducted from the 
bill. The new adwriter was not 
discharged. By his error Ehrich 
Bros. had gotten a good-looking 
ad in the Herald which brought 
them big business on Monday. 


Mr. Frank B. Noyes, of the 
Chicago Record-Herald, bred in 
the counting room of the Wash- 
ington Star, has for some years 
attracted attention as about the 
most promising piece of material 
available for the business office of 
a great newspaper. 


A CORRESPONDENT writes: 

City people of a wakeful turn who 
suffer from the racket of the early milk 
man will rejoice that some clever man 
has turned up to exploit and advertise 
an innovation in the milk business. A 
dairyman who went to a hospital for 
treatment not long ago, while there, ly- 
ing in bed, was greatly annoyed by be- 
ing awakened each morning by the man 
delivering milk. As soon as he got well, 
he had his milkmen shod with rubber- 
heeled and rubber-soled shoes, and had 
rubber tires put on all his wagons. He 
presented each of his customers with a 
rubber mat upon which to set the milk 
ean by the door. had his horses shod 
with rubber shoes and then st irted out 
to exploit his ‘‘noiseless milk.’ Need 
less to say, he made a hit, and his busi- 
ness has quadrupled. 


J. E. Purpy & Co., Boston pho- 
tographers, have recently gotten 
out a booklet entitled “A Story 
About Pictures.” An idea of the 
equipment of the place for its 
work is given briefly on the intro- 
ductory page, and a list of prices 
for standard work. One para- 
graph in the introduction is wor- 
thy of note, as showing how a 
photographer may depart from the 
stereotyped style and _ still keep 
within the ethics of the business: 
“A place where the same clever- 
ness and care poses the college 
graduate that is given the author 
and statesman, and where no or- 
der is large enough to be a ae 
or small enough to be ignored; 
place of which ten go tei 
tongues sing praise and where uni- 
form excellence and reasonable 
celerity are perpetual residents.” 
Then follow some halftones made 
from photos of noted patrons of 
the studio, including Minister Wu- 
Ting- Fang, Mark Hanna and 
Lieut.-Gov. Timothy Woodruff of 
New: York. Several pages are de- 
voted to signed testimonials from 
noted men and women and a long 
list of prominent people whose 
portraits have been made at this 
studio. One of these booklets is 
inclosed in every letter or package 
of pictures sent out. 





ad 
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THe Detroit (Mich.) Sunday 
News-Tribune on April 8 increas- 
ed its price from three to five 
cents, giving its readers a colored 
humor supplement “to vie with 
the rainbow,’ a complete piece of 
sheet music, a halftone children’s 
department, and an editorial part 
wherein the problems of the day 
were discussed by respective de- 
partments. It is believed by the 
publishers that the paper will in- 
crease in circulation in spite of 
the increased price, because ‘of the 
more numerous excellent features. 

+o 
CONVENTION LISTS. 
New York, April 5, 1901. 
Editor of PRinrers’ INK: 

Would you kindly inform me how to 
obtain any information in regard to 
conventions to be held in the United 
States during the year? Thanking you 
in advance, [| remain, 

Yours truly, 5. S. 

Russell's Convention Dates, 
published weekly at Newark, N. 
J., at $5 a year, is devoted entirely 
to the subject, giving the place of 
meeting, the name of the organiza- 
tion, the date of the convention, 
name and address of the secretary 
of the organization and the class 
of meeting. The Billboard, Cin- 
cinnati, Ohio, each week also pub- 
lishes a list of conventions, fetes, 
etc., but contains only about half 
the number of the Russell publi- 
cation.—[Ep. Printers’ INK. 

nanecocnicel 

THE EXACT MR. CHAND- 

£R. 





MayFieL_p, Ky., Mar. 31, 1901. 
Editor of Printers’ INK: 

Referring to the discussion as to the 
Mirror's circulation, during the year 
1900 we issued 1,200 copies each issue, 
and during the present year we are is 
suing 1,300 copies each issue. The 
Mirror is thirty-one years old, and is 
acknowledged as the most influential 
and best advertising ‘medium in May- 
field, Graves County, Ky. 

Yours truly, 
L. A. CHANDLER, Publisher. 

If Mr. Chandler should under- 
take to verify his statements made 
above, he would probably learn 
that never once was his issue ex- 
actly what he says it was. It is 
this disposition to deal in round 
figures that convinces the adver- 
tiser that the newspaper man does 
not expect to be believed when he 
talks about his circulation. 
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MAIL ORDER ARTICLES. 


SPRINGFIELD, Mass., April 5, 1901. 
Editor of Printers’ INK: 

Can you refer me to any reputable 
manufacturer or jobber of cheap novel 
ties, suitable for the mail order busi 
ness; one who furnishes ‘advertising 
matter preferred. I should also desire 
to ask your advice on the best method 
of advertising such goods on a small 
capital. Thanking you in advance for 
any information, | beg to remain, 

‘ery truly yours, E. C. Horr. 

PRINTERS’ INK has a list of names 
of people who have recently advertised 
articles for the use of mail order ad- 
vertisers. They are given below with- 
out much knowledge of what they are 
really worth: 

Dr. R. P. Brook, 437 E. 16th st., City 

(Formulas). 

J. Db. Johnston & Co., Newport, R. I. 

(Ladies’ Pins). 

Geo. B. B. Forrest, Indianapolis, Ind. 

(Everything). 

Jay Wolfe, Lusk, Wyo. (Recipes). 

Wm. C. Covert, 605 Tower st., Alle 
gheny, Pa. 
Nappanee Supply C 

(Mucilage). 

Henry Thayer & Co., Cambridgeport, 

Boston, Mass. (Chemists). 

The Wright Co., 250 Hazelwood 

Pittsburg, Pa. (Plans). 
McKay Mtg. Co., 3727 La Salle st., 

Chicago, Ill. (Spoon-holder). 

J. E. Lewis, 224 Thorn st., Sewickley, 

Pa. (Formulas). 

Jos. U. Steele, 2213 Beech ave., Balti- 
more, Md. (Rubber Stamps). 

E. O. Perrett, South River, N. J. (Hin- 
doo Salve) 

Art Pub. Co., 908 Mears Bldg., Scran 
ton, Pa. (Works of Art). 

. C. Bennett, 12 Citizen’s Bank Bldg., 

Saratoga Springs, N. Y. 

C. Castile Soap Co., North Brookfield, 





»., Nappanee, Ind 


ave., 


Wilcox Co., Oak Park, Ill. (Watches) 

Dr. Clarke Formula Co., Washington, 
Miss. (lormulas). 

The Rebus Co., Cohoes, N. Y. (Electric 
Belts). 

Murphy Mfg. Co., 
_ (Novelties). 

Elliott’s Home Mag., Clarksdale Sta., 
Chicago, IIL. 

J. W. Gunnels, Toledo, Ohio (Matri 
monial Business) 

Milton Supply Co., 100 E. Van Buren 
st., Chicago, ; 

Herbene Pharmacal Co., Box 96, Sta- 
tion L. N. Y. City 

L. H. Field, tor Main st., 
Mich. (Handkerchiefs). 
From the following “ PRINTERS’ 

INK babies” names could probably 

be secured: 

ivertisers’ Guide, New Market, N. J 

Advertising World, Columbus, O. 

Caxton Caveat, Chicago, Ill. 

Genera! Information, Binghamton, N. Y. 

Maii Order Journal, Chicago, Il. 
An advertisement in PRINTERS’ 

INK telling what is wanted would 

probably be the easiest and least ex- 


Stamford, Conn. 


Jackson, 
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pensive method of coming in contact 
with the people desired. 

In regard to the best way of adver- 
tising mail order articles on a small 
capital, that depends to a great extent 
on how small the capital is, the kind 
of article, etc. To attempt to give a 
rule to cover all cases is to prove one’s 
self an advertising quack.—[EpIror 
PRINTERS’ INK. 





«1°, 


* WANT AD” PAPERS. 


Detroit, Mich., April 8, 1901. 
Editor of Printers’ INK: 

Can you advise us as to the leading 
“want ad” papers in Boston, New York, 
Philadelphia, Pittsburg, Cleveland, Cin: 
cinnati, Chicago, St. Louis, St. Paul, 
‘ansas City, San Francisco, Atlanta, 
New Orleans, Denver and Milwaukee? 
The writer has an indistinct recollec- 
tion of having seen an article giving 
just this information, or at least part 
of it, in a number of Printers’ INK 
not long since, but he is unable now 
to lay his hands on the article that he 
had in mind. He will appreciate the 
information if it is possible for you to 
give it. If you publish this inquiry 
with its answer, as you frequently do in 
the case of such letters, will you kindly 
omit anything in connection with the 
letter that would disclose the identity of 
the inquirers. Thanking you in ad- 
vance for your favor, we are, 

Very respectfully, G. -O. E. 

Mr. T. F. Kennedy, of Geo. P. Row- 
ell & Co., when asked for his opinion, 
mentioned the following papers in the 
cities specified : 


Boston—Globe, Herald. 

New York—World, Herald, Journal. 

Philadelphia Record, Inquirer. 

Pittsburg—Post, Dispatch, Times 
Chronicle-Telegraph. 

Kansas City—-Star. 

San Francisco—Examiner, Chronicle. 

Cleveland—Leader. 

Cincinnati—Enquirer, Times-Star 

Chicago—News, Record-Herald, Trib- 
une. 

St. Louis—Globe-Democrat, Post-Dis- 
patch, Republic. 

St. Paul— Dispatch. 

Atlanta—Constitution, Journal. 

New Orleans—Times-Democrat. 

Denver—Republican, Rocky Moun- 
tain News, 

Milwaukee aod ning Wisconsin 

> ——— 


A PAID su BSCRIPTION. 


A snonenpundbent of PRINTERS’ 
INK writes: 

I have before me Everybody's Maga- 
zine, one of the numbers which has 
come to a friend, who previously re- 
ceived a “‘letter’” the burden of which 
was the request to hold the letter as a 
paid receipt for subscription to the pub- 
lication, of course no_ subscription 
having been contemplated by the recip- 
ient. 
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LETTER FROM A KICKER. 


MARQUETTE, Mich., Mar. 30, 1901. 
Editor American Newspaper Directory: 

For years you have persisted in be- 
littling the circulation of the Daily 
Mining Journal, in spite of our pro- 
tests, though we have always responded 
promptly to your requests for circula- 
tion figures 

You have always given us credit for 
about one-third of our circulation. 

hen your last blanks came to hand, 
we returned them with our sworn state- 
ment, having determined to find out if 
this will induce you to treat us fairly. 

But fair play does not seem to be in 
your line, for vou ignore the statement 
and keep on stating that you have no 
circulation rating from us. 

We have not suffered much from your 
mis-statements, for we have a large and 
appreciative advertising patronage. But 
we are curious to know why you falsify 
circulation figures. 

Is it because we have not paid you 
for fair treatment? If that is the case, 
your directory has no real value. 

We would much prefer, if you can- 
not treat us fairly, to be left out of 
any of your publications. 

Yours truly, 
MINING JOURNAL Co., Lrtp. 


The letter printed above is a 
specimen of the sort of circulation 
report usually sent in by papers 
that have difficulty in securing a 
correct circulation rating in the 
American Newspaper Directory. 
It will be noted that the letter is 
pretty full of assertions (most of 
which are untrue), and is signed 
with the words “Mining Journal 
Co., Ltd.,” with nothing to indi- 
cate who wrote the signature. 

+> 


A BRIEF FOR THE: PRO- 
GR: (MME. 

Ralph Je fferson, of Chicago, 
who represents programmes ex- 
clusively, presents the following 
interesting opinions as to their be- 
ing paid for circulating media: 

When you buy your theater ticket, 
you are paying for a programme. A 
theater programme is not a free circu- 
lation medium, but circulates among 
people who pay from 15c. to $2 for a 
ticket which entitles them to a pro- 
gramme. No other advertising medium 
circulates exclusively in a class of peo- 
ple that spend as much as theater pa- 
trons. During Richard Mansfield’s en 
gagement in Chicago the patrons of the 
theater paid over $62,000 to see him, 
and all received a programme. Would 
it not benefit your business to have 
your advertisement placed in the hands 
of people who can afford $62,000 to “see 
the show?” It seems to us that they 
would make desirable customers. You 
can reach this class in any city in this 
country without wasting any of your 
circulation by using these programmes, 
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SECOND-CLASS MAILING 
PRIVILEGES. * 


In his report for the year ending 
June 30, 1900, the Third Assistant 
Postmaster-General lays particular 
stress upon certain abuses of the 
second-class privileges; these are 
the mailing of sample copies, book 
serials, premiums for subscrip- 
tions and the return of unsold 
matter to news agents. The ex- 
cessive mailing of sample copies 
has been curtailed by the fifty- 
per-cent rule, with which you are 
familiar. A publisher must be in 
position to show that at least fifty 
per cent of the number of copies 
of each edition are being circulat- 
ed, whether by mail or otherwise, 
among regular subscribers, and it 
is no longer permissible for a pub- 
lisher, who has not availed him- 
self of the privilege of mailing a 
number of sample copies of each 
edition equal to the number of 
copies sent to subscribers, to mail 
of any particular issue an accumu- 
lation of sample copies. The regu- 
lation is a very just and a very 
liberal one. The department con- 
siders that the matter of building 
up a circulation should not be 
borne by the government; that 
when a publication is presented 
for mailing as second-class matter 
all experimental stages should be 
passed, and that a publisher must 
pay third-class rates until he has 
regular subscribers for at least 
half the number of copies which 
he is printing. 

The law defines a regular sub- 
scriber very clearly, but is strange- 
ly silent as to the period of time 
that a publisher may count an ex- 
pired subscription as alive. 

Intimately connected with the 
question of the legitimate list of 
subscribers is that of bulk sub- 
scriptions. The act of March 3, 
1879, contemplated that the de- 
mand on the part of the public for 
a publication should govern its 
right to be circulated by the Unit- 
ed States mail at a low rate of 
postage. It recognized the right 
of an individual to subscribe for a 

*“Address delivered by Mr. W. B. 
Getty, superintendent second-class mat 
ter, Chicago postoffice, at meeting of the 
Chicago Trade Press Association, leb- 
ruary 21, 1901. 





“limited number of copies’ for 
another. For instance, an Ameri- 
can having relatives in Canada or 
Great Britain might naturally wish 
to have regularly sent to some 
members of his family a copy of 
some paper particularly appealing 
to their tastes. But, to quote Gen- 
eral Madden, “if one person be al- 
lowed to subscribe for thousands 
of others, the test or condition 
which the law imposes is at once 
destroyed.” 

We all think that we know what 
a house organ is, and it would 
seem from the explicit terms of the 
law that there was no loophole 
left for their entry as second-class 
matter. Nevertheless, “the woods 
are full of them.” The lines, in 
my opinion, should be so tightly 
drawn that no man engaged in any 
other line of business should be 
allowed entry of a publication un- 
til he had shown that the paper 
and his other business were com- 
pletely divorced and given sepa- 
rate maintenance. 

The department is also making 
efforts to check the influx of 
church publications on the grounds 
that they are not published for the 
dissemination of information of a 
public character, the scope em- 
braced by their news columns be- 
ing too narrow. 
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STEREOTYPED ADVERTISING 
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WHAT SOME PUBLISHERS ASSERT. 


** 7 said in my haste all men are liars.”—Psalm cxvi., U1. 


The paragraphs in this department are inserted without any charge or 


payment. 


A publisher who has a good story is invited to tell it as tersely as 


he can, setting up the most substantial claim he habitually uses to influence 


advertisers. 


his own, there will be no objections to comparisons. 
sends is published as coming FROM HIM. 


Although a publisher need not necessarily refer to any paper but 


What the publisher 
It is his privilege to praise his own 


paper all he likes, for what is wanted is what can be said in its favor. What 
he does say, however, ought to be true—adsolutely, 


ILLINOIS, 

Springfield (1ll.) Farm Home (1).— 
The Farm Home is a paper which ap- 
peals especially to the farmers and _ live 
ak growers in the great Corn Belt. 
It guarantees a circulation of more than 
25,000 and it’s all good circulation. The 
business it carries and the results it 
brings are sufficient recommendation to 
discriminating advertisers. 

INDIANA, 

Indianapolis (Ind.) National Detec- 
tive and Police Review (1).—At In- 
dianapolis is published a monthly paper 
that is pote bringing its advertisers 
better returns for only 20 cents a line 
than they are accustomed to get for a 
dollar in most publications. Any mail 
order man who will write for a copy of 
the National Detective and Police Re- 
view and read it, will readily under- 
stand why this can be true. No other 
paper in the United States has such an 
enthusiastic and interested following. 

IOWA, 

Des Moines (La.) Iowa Homestead 
(1).—Is the old established agricultural 
paper of the Hawkeye State—the leader 
of the farm press west of the Missis- 
sippi River. It guarantees 50,000 cir- 
cul ition weekly, and its circulation is 
maintained by no cheap, catch-penny 
schemes. It goes only to people who 
take it because it is the kind of paper 
they want. 

KENTUCKY. 

Louisville (Ky.) Dispatch (1).—The 
only Kentucky newspaper that dares to 
print all the news. Aggressive, vigor- 
ous, bright, independent and popular 
with the people. Circulation 20,000 and 
growing rapidly. The weekly Dispatch 
is an excellent medium for the rural 
districts of Southern Indiana, Southern 
Illinois, Kentucky, Tennessee, Missouri, 
Alabama and Mississippi. 

MINNESOTA. 

St. Paul (Minn.) Farmer (1).—The 
Farmer guarantees 60,000 circulation at 
the lowest rate per thousand of any 
agricultural paper in the Northwest. It 
brings better results for less money. 

Winona (Minn.) Farm, Field and 
Stockman (1).—The homes of 36,000 
successful farmers, stock raisers and 
dairymen living in the most prosperous 





EXPLANATION. 

(1) From Funtee matter emanating from 
the office of the paper and used in connec- 
tion with its correspondence. 

(2) Extract from a letter or postal card. 

(3) Extract from the columns of the paper 
oes e ither as advertising or reading 
matte 

(4) By word of mouth by a representative 
of the paper. 


section of the country (the Northwest) 

can be reached through the Farm, Field 

and Stockman, Anything that makes 

life more comfortable and labor more 

remunerative can be advertised with 

profit through this, their favorite paper. 
MISSOURI. 

Kansas City (Mo.) Journal (1).—The 
Journal is the only paper in Kansas 
City that shows the amount of postage 
paid on its various editions. The Sun- 
day Journai is supreme in the Sunday 
morning field in Kansas City. It car- 
ries more columns of display advertising, 
both local and foreign, than any other 
Sunday paper. The Journa local and 
foreign advertising, tae sl classified 
advertising, has doubled in two years. 
The Journal's circulation is absolutely 
guaranteed. Postage, white paper bills, 
cash receipts, press reports, carriers’ 
routes, mailing lists, everything, are 
open to the inspection of advertisers at 
any time. Advertisers can not cover 
Kansas City and its territory without 
the Journal. 

NEW . 

New York (N. Y.) Arena (1).—It is 
an absolutely e can independent jour- 
nal of the first class. Progressive and 
vigorous, yet scholarly and high-toned, 
it should be read by every one aliens 
of obtaining up-to- date information from 
the pens of the best writers. It is in- 
dispensable to every advanced mind. 
The Coming Age, which recently sus- 
pended publication, has been merged in 
ne Arena, and the services of its late 
editor, B. O. Flower, have been acquired 
by that famous magazine, which was 
founded and for seven years was edited 
by him. 

New York (N. Y.) Commercial (1). 

—Is the leading business newspaper of 
national circulation. Carries all the lo- 
cal, general, telegraphic, political and 
foreign news; adapted to needs of busi- 
ness men and has the strongest finan- 
cial, commercial and industrial news of 
any paper in America. To the general 
and special advertiser it is a medium 
for trade building of the utmost im- 
portance. It not only reaches the in- 
dividual of capacity and means who 
purchases for personal use, but it also 
backs up and-intrenches all advertising 
through oter channels—reaching and 
influencing the most important business 
interests everywhere. 

New York (N. Y.) The Delineator 
and The Designer (1).—Everything eat- 
en or worn, hung up or nailed down, 
ornamental or useful, in the home or in 
the garden, on the lawn or in the house, 
fence or sidewalk, is bought through the 
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influence of women. The Delineator 
and The Designer go to seven hundred 


thousand women every month. “hey 
are strictly women’s magazines. Women 
buy them and read them because they 
really need them in their everyday af 
fairs. There’s no duplication in circu- 
lation. 
OHIO, 

Cleveland (Ohio) Medical Gazette 
(1).—The leading journal, with the 
largest paid circulation of any monthly 


in Northern Ohio and adjacent terri- 
tory. Reports the oe of all the 
medical societies in Cleveland and coun- 
try round and the medical news gener- 
ally, and gives more original matter 
than any other journal of its class. Val- 
ued by readers for originality, independ- 
ence and permanent worth. It is a fact 
well understood by readers of the Ga- 
cette that the appearance in its pages 
of an advertisement guarantees the re- 
putable standing and reliability of the 
advertiser. No others are admitted. 
Following recent changes in ownership 
and management the circulation has 
been materially increased 

Cleveland (Ohio) Modern Culture 
(1).-—The result of the past guarantees 
the future. Modern Culture enters the 
new century better equipped in every 
respect, prepared to demonstrate it is a 
magazine that pays advertisers, with an 
increased circulation which is added to 
daily. Circulation, 

Cleveland (Ohio) 7own Topics s (1).— 
Clubmen, golfers, horsemen, society folk, 
literature and art lovers, bankers and 
brokers, investors, speculators and finan- 
cial interests generally of Cleveland, 











and everybody who is anybody—in the 
sense of buying power—read and take 
Cleveland 


a warm personal interest in 
lown Topics. 
OKLAHOMA 








Woodward (Okla.) Live Stock In 
spect (1) In Oklahoma people want 
lots of things. Stores are not found on 
every corner. They are good mail buy- 
ers, and the prosperous, money-making 
stockmen of the State read the Live 
Stock Inspector., ’Nuff sed. 

SOUTH DAKOTA. 

Aberdeen (S. D.) Dakota Farmer (1). 

In the land of the Dakotas, two rich 
States with an abundance of surplus 
money this year, there is only one gen- 
eral agricultural paper published It 
covers the field so thoroughly that there 
is not room for another. It is a hand- 
some paper, a practical paper, a helpful 
paper, and its subscribers readily pay 
$1 a year for it Its advertising rates 
are low, and in the twenty years of its 
existence it has disappointed very few 


advertisers. 
TENNESSEE, 
Memphis (Tenn.) Commercial Appeal 
(1).—-Memphis is the geographical 
ter of the great Mississippi Valley. 
way between New York and New 
leans, a great railroad center on 
greatest of all natural waterways, 
commercial metropolis of a 
country larger than the six 
gland States combined with 
and New Jersey—in the 
the prosperous South. There is 
lished the Commercial Appeal, a 
mination and combination of the 


cen 
Mid- 
Or- 
that 
the 
section of 
New En- 
New York 
very heart of 
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peal, the Avalanche and the Commer- 
cial (three great newspapers in one), 
and the only morning newspaper in 
Memphis. 

Nashville (Tenn.) Jllustrated Youth 
(1).—-The quality of our circulation is 


unsurpassed because our 
directly into the family circle, and is 
thoroughly read by every member, for 
the matter is extremely good and hand- 
somely illustrated. 
TEXAS. 

Elgin (Texas) Courier 
published in the center of the best agri- 
cultural lands of Texas, in a town of 
1,500 inhabitants according to the 
United States census for 1900. It only 
has a circulation of 800 but nearly every 
subscriber is a substantial farmer who 
owns the land he cultivates and every 
year pays his dollar for his local paper. 


magazine goes 





The Courier has eight pages, all home 
print. 
Houston (Tex.) Post (1).—The Post 


reaches the prosperous farmers of Texas 


and Louisiana and few papers of gen- 
eral circulation offer as many bona fide 
subscribers for the rate charged. Cir 


culation records open to ail. 
WASHINGTON. 
(Wash.) Ent 


Arlington *rprise (1) 








People of the Stillaguamish Valley read 
and believe what they read in the Ar 
jington Enterprise. It’s a country pa 
per that is wide awake to its local in 
terests 

Seattle (Wash.) Post-Int rencer 
(1).—-The best known paper, and the 
one that’s the most often referred to as 

authority on news and matters per- 














ing to public and home good—not 

by a class, but by the masses—is 

Post-Intelligencer. The advertisers 

have tested the mediums in the 

ee th west continue to advertise in the 

Post-Intelligencer, because they get 

more results and cover the field com 

pletely with it as an advertising medium. 
WISCONSIN. 

Milwaukee (Wis.) Acker and Garten- 

bau Zeitung (1). The Get 1an-Ameri 

can Farm * Journ: al, Milwaukee, Wis., 


with its ready-to-prove-it bona fi le paid 
circulation of 60,000 per week, 
is ene of the four agricultural 


co] 


eS 


biggest 








weeklies published in any language 

Oshkesh (Wis.) Times (1).—Circu- 
lation larger than any morning paper 
north of Chicago (one Milwaukee pa- 
per excepted). The Times covers the 
rich and prosperous territory of North 
ern Wisconsin and Northern Michigan 
six hours ahead of all other morning 
papers—none excepted. [Fifty thousand 
readers in a thrifty territory are guar 
anteed by the Oshkosh Times. 


ONTARIO (CAN.), 

Toronto (Ont.) Canadian Magazine 
(1).—The Canadian Magazine is a high- 
class monthly circulating throughout the 
Dominion of Canada and reaching the 
wealthy class. No monthly publication 
published in Canada has ever reached 
the circulation and influence now at- 
tained by the Canadian Magazine. Its 
cosmopolitan character is shown by the 


quality of its advertising pages, carrying 
as it fod the largest and best adver- 
tisers in Great Britain, the United 


States and Canada. 
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FOR THE DAY OF JUDGMENT. 


INDIANAPOLIS, Ind., April 4, 1901. 
Editor of Printers’ INK: 

Mr. I. L. Follit’s contribution to 
your April 3 issue gives much good ad- 
vice and some bel. Conceding the 
good, I venture the assertion that the 
continued preaching of brevity has per- 
verted the business sense of more ad- 
vertisement writers than any other force 
of to-day Because Mr. Ward can sé 

“Use ll and fulfill the main mis- 








sion of publicity, doesn’t, mean all vir- 

tue is in his brevity. ‘Use Sapolio” 

was preceded by years of innumerable 

pictures and arguments demonstrating 

the superior _ cleansing — _and polishing 
OLD WAY. 

The most desirable $1.00 Gloves, in 


the best colorings, from the best mak- 


ers, now priced at a point that makes 
the m wonderfully economical. 
“Laceum’s’” Corsets, perfect in fit 


and style, giving the right touch of ele- 


gance to fashionable women, and the 
figure they desire. 
NEW WAY. 
Women tire of our $1.00 Gloves. They 


wear so long. 

**Laceum’s” Corsets made a great fig- 
ure in the past. They make the best 
figure in the present. 





oun a corset supports the bust without con 
nin, 

It lowers the waist line in front from one to 
— inches, giving the figure a more slender 

appearance 

mt is THE straight front with low bust. 

It allows full, deep breathing, and is worn by 
the greatest singe rs of the age, who declare it is 
—— to them 

It is the only Standard, over w sited a ar 
fitting costume can be gracefully wo 


ice, up. 


t many women are easy on corsets in ev- 
e a way but one—they break them down at the 
hips. It is to such women that Her Majesty’s 
Corset appeals most a ay won't break. 
Because of the property shaped and carefull 
tempered steels, which are a feature of Her Ma)j- 
esty’s, bre aking at the hips isa practical impos- 
sibility. If you want a corset that permanently 
retains its © ane, ret Her Majesty’ s. 


Our Easter gioves are French made, of real 
kid, and come in all the w eases shades of brown, 
tan, mode, red, gray, and opera shades ; 
also white or black.” Th ney ‘have two-clasp fasten- 
ers and are altoge ther ae greatest glove value 
of recent years, 98c. a pair. 














properties, Department store advertis- 
ing, particularly, requires the constant 
introduction of new fads, fancies and 
creations of fashion. Detailed descrip- 


tion is necessary, and necessarily ex- 
tended. Mr. Follit’s “old way” is bad, 
but his new way is no better. Neither 


will sell the corsets and gloves it should. 
I inclose three ads of recent, publication, 





which I know brought business. That 
I wrote but one of them should bar 
the criticism of a partiality to my own 
work. Put them beside “old way” and 
“new way” as the “successful way,” 
and let a woman pass judgment. 
"ery sincerely yours, 
Horace E. Ryan, 
Adv. Mgr. of L. S. Ayres & Co. 
i na Siete eit 
OH! OH! OH! 
Stoux City, Ia., April 5, 1901. 


Editor of Printers’ INK 

I would suggest the word ‘“bizgainer’ 
as a substitute for the =, “an ad- 
vertised article.” C. W. Furnas. 


-RS’ 
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IT IS A LOTTERY. 
Kansas City, Mo., April 4, 
Editor of PRINTERS’ INK: 

In your valuable edition of PrRint- 
ERS’ INK dated March 20, I read with 
keenest delight the article entitled ‘Is 
It a Lottery?’ and was pleased to find 
the opinion of Mr. Joseph Herzberg was 
in exact conformity to an opinion | was 
desirous of rendering. But upon a care- 
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ful investigation of modern text writ- 
ings and recently adjudicated cases, I am 
led inevitably to a contrary opinion 


though indeed there are to be found in 
the legal museum fossilized and super- 
annuated opinions and writing favorable 
to lotteries; but a careful consideration 
of these will show that these were ex- 
pressed at a time when lotteries of al- 
most any kind were not only tolerated 
but actually participated in by the 
States. But now in England and in all 
of the United States statutes have been 
passed so broad and comprehensive that 
any business or plan or scheme in which 
the element of chance is involved falls 
under their prohibitions. 

State vs. Mumford, 73, Mo., 647, was 
one in which the Kansas City Times 
gave tickets to the subscribers of the 
paper, some of which tickets drew priz- 
es at subsequent drawings; this was 
held by the Supreme Court of Missouri 
to be a lottery in spite of the earnest 
arguing by counsel that the price of 
subscription was not increased The 
court, however, held that the offering 
of prizes was an added inducement in- 
volving the element of chance and hence 
unlawful. 


The cases of the various States in- 
cluding New York, New Jersey, Texas, 
Indiana, Illinois, Michigan, Oregon and 


many more bear out this same principle, 
and the case of Holoman vs. the State, 
2, Tex. app. 610, taken in connection 
with the above cited case in Missouri, 
led irresistibly to the conclusion reached 
by the most eminent authorities, that 
any distribution of prizes by lot or 
chance, no matter by what name desig- 
nated nor the manner or machinery or 
nrocess of distribution, falls within the 
statutes. The ingenuity of man _ has 
been almost exhausted in endeavoring 
to avoid the operation of lottery stat- 
utes, and even churches, charitable and 
educational institutions and art associa- 
tions have been called before the bar to 
answer for infringements of these laws. 

Therefore, I must dissent from Mr. 
Herzberg’s opinion, both in regard to 
the act of placing prizes in packages of 
merchandise and also in regard to the 
advertising of such _ practice, for this, 
too, is forbidden. The courts will con- 
strue the statutes to cover and prohibit 
it, and the name used, whether it be 
“gift,” “prize” or what not, will not 
shelter the operator from the punish- 
ment prescribed. 

Dwicut P. DrtwortnH, 
534 wo York Life Bldg. 


COMP: ARISONS. 

The man who is earnest, keeps a 
clear head and studies his business is 
t o~ who has a competence when he 
is fifty 


The good fellow at fifty is a 
“thas-been” 


and works for the other 


man as shipping clerk at $40 a month. 
Chicago, 


—Advertising, 
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RESTAURANT IDEAS. 
Boston, Mass., Mar. 30, 1901. 
Editor of PRINTERS’ INK: 


A popular supposition among cafe 
keepers and the managers of dining 


rooms is that ‘the table’ should adver- 
tise the place, but it is found that a 
little judicious and enterprising adver- 
tising can aid a good table, capable ser- 
vice and polite attention. A good plan 
to attract trade would be to give every 
tenth customer a free ticket to a thea- 
ter, concert or lecture. ‘These can gen- 
erally be bought in lots at much below 
the reguiar price. Each patron on en- 
tering would be given a consecutively 
numbered card, and those bearing the 
tenth decimal, like 10, 20, 30, etc., 
would win. If an eating house is run 
in a locality where many newsboys con- 
gregate an arrangement can be made 
with the little fellows to bring their 
bundles of papers in and for a small 
consideration allow a rubber stamp ad 
to be put up in the corner of the first 
page on each paper. This should be 
done with bright red ink, and the stamp 
should have very little lettering. If it 
was known among the boys that they 
could sip a small cup of hot coffee 
while the .tamping was being done, it 
is more than likely every newsboy in a 
large radius would be on hand regu- 
larly. 

For a community that would stand a 
mild joke a restaurant might offer ‘a 
McKinley backbone” with each 25-cent 
meal, and instead of both pie and pud- 
ling substitute a chocolate eclair. A 
little explanation would have to go with 
it for a few days, but all politicians and 
some others would relish it, and no 
doubt it would win several good press 
notices. 

In cities where penny papers are sold 
a good idea would be to give each patron 
a copy of a morning or evening daily. 
This should be placarded in the show 
windows. 

A pretty window exhibit fcr a cafe 
to attract passers would be a dry foun- 
tain, one that can easily be made by 
placing an electric fan in a box out of 
sight and then inserting a shaped tin 
vessel into the top of the box and sifting 
into it small bits of gilt paper, mica and 
grains of rice, set your motor in motion 
and the fountain wiil play, the particles 





flying into the air only to drop back 
into the receptacle and be tossed up 
again and again, making a pretty, con- 


stantly changing sight that is attractive 
in the day time or at ight. F. B. 


A NEWSPAVER COLLEGE. 
PHILADELPHIA, Mar. 20, 1901. 
Editor of Printers’ INK: 

Two hundred and fifty 
lars and one thousand 
have been donated to the International 
Free School Association for a college 
where every year 500 young boys are 
to be given classical and industrial edu 
cation, board and clothing free of 
charge, the scholarships being awarded 
to the leading daily newspapers of the 
leading cities of the United States, and 
in that way the scholarshins will not 
only be awarded successfully, but the 
school hopes to secure much publicitv 
thereby. Mr. McCartney (treasurer of 
the Record) is a trustee of the institu- 
tion. Sincerely, <A. ABERNETHY. 


thousand dol- 
acres of land 
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PHILADELPHIA. 
PHILAvELPHIA, April 3, 
Editor of Printers’ INK: 

The display in the window of C. J. 
Shaw & Company, No. 1216 Chestnut 
street, local store of the “Queen Qual- 
ity Shoe for Ladies,” is attracting much 
attention. It is a wax, almost life-like 
and life-size figure of Queen Louise, in 
the majestic pose frequently seen in 
picture stores, with a magnificent satin 
cloak about her person, and in the act 
of walking down a staircase. The ar- 
rangement of the details is very pretty 
and the effect produced dainty. 

Up to within about three or four 
weeks ago, the trolley car fenders were 
never used by any firm in the city out- 
side of the Union Traction Company 
here, they usually using the fenders as 
a means to call attention to the attrac- 
tions at the parks-—baseball games, 
skating on the lakes or river, etc., to 
which places the trolleys would bring 
those desiring to go. It remained for 
Mr. Keith, “the king of vaudeville,’’ to 
he the first to utilize the car fenders for 
his amusement advertisements, and, dur- 
ing the past three weeks or so, large 
muslin sheets have been bearing an- 
nouncements, in bold black letters, of 
the various attractions at his theater. 

Lit Brothers have a novel way of pop- 
ularizing their music department as well 
as increasing the sale of sheet music. 
A large section of the fourth floor has 


IN 
1901. 


been set aside, and here a proficient 
pianist and a clever violinist, Mr. Wil- 
sky, the leader of Wilsky’s Orchestra 


and a musician of wide local reputation, 
play the greater part of the day, their 
repertoire including crmpositions which 
range from the populsr “‘coon’”’ song to 
the most classic of operatic selections. 
Very truly yours, 
ouN H. SINnBERG. 

ee ste eee 
FROM BIRMINGHAM, 

BIRMINGHAM, 
Editor of Printers’ INK: 

I would like to see every merchant 
and ambitious clerk in this city a read- 
er of Printers’ Ink. I know it would 
be very helpful to them, and I am equal- 
ly sure it would eventually result in 
better business for the newspapers. 
There is no other advertising magazine 
“just as good as’”’ Printers’ INk. 

If my co-operation can prove helpful 


ALA. 
Ala., Mar. 30, 1901. 


to you towards this end, will gladly 
give it. Whatever ability I may have 
is largely to the credit of Printers’ 
INK, at first my inspiration—now my 
guide. Very truly vours, 
J. H. Stmpson, 
Adv. Mgr. Daily Ledger. 
-o 
FROM BOUND BROOK. 


Bounp Brook, N. J., April 7, 1901. 
Editor of Printers’ INK: 
IT consider PRInTERS’ 
valuable publication coming into this 
office, and firmly believe the newspaper 
man without it is like a chicken without 

a head—‘‘a dead one.’ 


Ink the most 








Yours sincerely, Ww. F. Foro. 
Goop advertising can no longer be 
left out of the points to be considered 


business is 
Advertiser. 


when good 


h expected.— 
Western 











44 


ORGANIZATION VS. 
Cuicaco, April 1, 
Editor of Printers’ INK: 

We are informed that the widespread 
consolidation of businesses of late has 
reduced litigation in the Chicago courts 
greatly. Our informant stated that con- 
troversies are less likely to arise among 
large concerns; that they are less pug- 
nacious, more deliberate in their plan- 
ning, more wary in every way than the 
number of small concerns who formerly 
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handled their volume of business. Con- 
tinuing, he called attention to the fact 
that the large concerns employ legal 
talent at every turn, as much to avoid 
litigation as to prosecute it. He is of 
the opinion that the large concern be- 
licves in compromise, rather than liti 
gation, in cases where matters finally 
become involved. He has noticed that 


small concerns resemble individuals 
with slender finances in matters medi 
cal—they procrastinate until a surgical 
operation is necessary, whereas the 
wealthier person calls upon a doctor at 
the inception of the malady—in short, 
a stitch in time saves nine in matters 
legal also. A trust cannot fight with 
itself. Five competitors are less liable 
to scuffle than one hundred. He called 
attention to the fact that large firms re 
sembled nations. Nations of importance 
dread war. And war “is he 


Has this phase of the Trust subject 
been discussed before? 
ery respectfully, 
SALESMEN’s CLEARING HovusE 
H. Hl. Baker. 
—_— +o 
IMPRESSED HIM. 
New York, April 8, 1gor. 
Editor of Printers’ INK: 


As an old reader of your valued pa 
per, I send you herewith a clipping of 
an advertisement that appeared in last 
Sunday’s Herald, thinking same may 


Do you think I'll do? 

An advertising man, age 22. 

With five years’ advertising experience, 
At no extra cost to you. 

Also knowledge of printing, 

Cuts, electros, card systems, 
Bookkeeping, shipping, salesman, 





General business matters, 

And mail order details, too. 

lave good habits, highest of references 

Am an original, reliable young man 
for you. 

If me you'll forget, 


I think you'll regret. 

So you will save time, 
If vou will drop me a 
At “Honest,” box 29, 
Herald Downtown. 


line, 


As this ad was surround- 
ed by a page of want ads, it was the 
first one to attract my attention. Hop 
ing this will be of some use to you, I 
am, Very truly yours, E. A. S. 


interest you. 


THE B RIGHT. SIDES. 

Play up the bright side of your busi 
ness and goods in all advertising. The 
undertaker can easily call attention to 
his business without saying anything 
about coffins, hearses or shrouds, and 
even these grim details lose their grue- 
someness when ‘properly handled. 


PRINTERS’ 
LITIGATION. 


INK. 





IN BOSTON. 
Boston, Mass. 
Editor of Printers’ INK: 

Rueter & Company, proprietors of the 
Highland Spring Brewery, Boston, have 
instituted an “Opinion Offer,” in which 
$175. are offered in prizes for the best 
opinions on the practice of substitution. 
The opinion is not to exceed 500 words 
and must be signed with the initials 
only, the full name and address of the 
contestant being sent on a_ separate 
sheet. The contest closes April 30. 
Rueter & Company are interested as 
brewers in Rueter’s Sterling Ale, and 
have been annoyed for a long time by 
complaints of substitution for their 





April 7, 1901. 


product. They are convinced that there, 
is a more effective way than the legal 
remedy, and it is to find this remedy 


that they have published the offer. They 
appeal to the public to express its — 


ion, separately and collectively of a bus- 
iness man, in any line of trade a 
serves a substitute and not the article 
requested and paid for. They want 
some moral or organized remedy far 
this evil. F HOLLINGSWORTH. 
pe ate a 
ONE SALE LOST. 
GAINESVILLE, Ark., April 7, 1901. 
Editor of Printers’ INK: 


I am a reader of your invaluable jour 


nal, and no advertiser can fail to in 
crease his business who reads it. Apro- 
pos, I wrote to a firm for an article 
and they delayed answering my appli 
cation for same about a week. By that 
time | had changed my mind, and thus 
we have an example of one reason why 


with some. 
Frank Brown. 


business is a failure 
Respectfully, 





“AN ADVERTISED ARTICLE.” 


Lonvon, W. C., Eng., Mar. 29, 1901. 
Editor of Printers’ INK: 

My suggestion is ‘‘Adgoods,” and | 
am us ing that term in my own paper 
“Goods” is used in both singular and 
plural, and ‘“‘adgoods” covers “adver 
tised article’ and “advertised articles. 
It is a word of which every one would 
recognize the meaning, which cannot 
he said of some of the other sugges- 
tions. Yours truly, Ernest S. Day, 

Editor Advertisers’ Review. 
- neue 

ILLUSTRATE EXTRACT FROM 
TES TIMONTAL. 





“I THOUGHT I WOULD 


BETTER,” 


NEVER GET ANY 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send modeladvertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department, 





aeee 


When there is a defect in the | 
goods you are advertising, say so, 
and tell just what it is. If it is a 
defect that the customer could not 
easily find, make it all the plainer | 
that it is there, and, when she 
comes to buy, take pains to point | 
it out to her. 

The impression this will 
create will dollar to 
you for every extra dime you could 
make by selling the goods as per- 
fect, at the regular price. It will 
convey the idea that you do not 
want to customers 
even when you could do so with- 
out fear of detection, and it will 


that 


be worth a 


deceive your 


add selling force to every line you 
print. 

It isn’t necessary to advertise 
the defect more than the merchan- 
dise, but it should always be em- 
phasized, and especially when it is 
of a nature that does not harm 
the article for use. Here is an, 
example of what I mean: 


Satin-striped 
Challis at 50c 


These are the beautifully 
printed sort that you know 
have always sold for 75¢c. 
Bright, new, made for the 


coming season; but not quite 
perfectly printed. Same sort 
of hard-to-find defects that 
were said to be in the plain 
challis that sold so tremen- 
dously a few days ago. 


The cloth is fine all-wool 
ground with broad satin 
stripes, printed with polka 


dots of white on grounds of 
gray, lavender, royal, navy 
or light blue; also colored 
dots on grounds of black and 
navy blue. There are other 
figurings on cclored and 
cream grounds. 


Most beautiful goods that 
ate equally eftective with 
those for which you must 





pay a half more. soc a yard. 





seseecee 


Tells Its Own Tale. 


Good Bicycles 


One or two special feat- 
ures don’t make a_ good 
wheel. 


Swift wheels are good all 
the way through. Every part 
is the result of good honest 
workmanship and skill. They 
are built to wear—not to look 
at. Absolute guarantee back- 
ed by the biggest repair shop 
in Central Illinois. You 
should see the Swift before 
buying. 





Wall Paper. 


Once More 


we want to talk spring 
work to you. The time is 
growing all too short to make 
plans and get ready for our 


invasion We are here to 
help you decide just what 
you want. After that we see 
that you get just what you 
choose Our wall = paper 
showing is simply astonish- 
ing. We always have time 


to attend you. 


Sounds Sincere. 


50 Styles of 
Sideboards 


Every one is of solid gold- 
en oak; every one rubbed 
and polished like a_ piano, 
and every one made by the 
best paid cabinet makers in 


the land. We want you to 
see these sideboards before 
you buy. Other storekeepers 
may say they can show you 
the “‘same thing’’—but they 
can’t do it. No other Hart- 


ford store can get this line 
at any price, for we control 


it. 

At $16.50—Full size, gold- 
en oak sideboards, swell to 
upper drawers, French plate 
mirror and handsome carv- 


ing. 

At $25.00—Large serpen- 
tine front golden oak side- 
boards, with three French 
plate mirrors. Best finish 
throughout. 

At $29.50—AlIl quartered 
golden oak sideboards, full 
swell front, French plate 
mirror and heavy turned 


posts supporting shelf. 





Preece ceseeses SOOe4 


Seeeoseeeerooos 
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Happy heading, and good all through. 
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Figures and dollar 
headlines, especially when they tllustrate 








Tip-top Top-coats 
at Woodruff’s 


Our new spring-weight over- 
coat is one of the most serviceable | 
that has ever been designed, com- | 
fortable to wear, easy to carry. 
Notice the shoulders, the lapels 
and the length. Just right in all | 
essentials. These coats are made 
from light and medium weight | 
undressed muslins and cheviots, 
black and gray thibets and vi- 
cunas, You may choose one 
plain, silk faced or silk lined 


throughout, $10 to $18. 





Vey convincing. 


A Good Drain 


once laid with Akron 
Pipe is there to last tor years. It 
won’t rot, it won’t break, if you 
put it below the frost, and it won’t 
fill up with dirt through too nu- 
merous joints like drains made 
with substitute materials. It 
takes care of itself. 

Akron Pipe does not break 
easily in handling, it is thoroughly 
glazed inside and out, the joints 
fit nicely, and it is as cheap in 
price and much cheaper for use 
than any of the inferior brands, 
We would be pleased to quote 
prices on any quantity. 





signs make very 





a saving, as in this case. 


$5.00 
2.80 


$2.20 


A simple lesson, but hard for 
some people to learn. Try our 
$2.80 Hat, and if after wearing it 
doesn’t prove as good as any $5.00 | 
hat we’ll return your money—on | 
your say-so—even after a season’s | 
use. 

We've everything in Hat crea- 
tion—the popular Grand Duke, 
the Westminster Derby and cor- 
rect copies of all styles shown by | 
the $5.00 hatters. All at $2.80. 
Soft or stiff. 





Good headline S. 


| Drinking 
Baldwin’s 22 Cent 
Coffee ? 

If you are not, a whole lot of 
people are. 

We're selling pounds 
pounds to Danbury people. 

And the larger number go to 
steady customers. 

Think they would continue to 
buy this coffee if it wasn’t all we 
claimed ? 

Telephone te us for a triai order. 





and 





Reynolds & 
more carpets tf they printed prices. 


Fuller would probaby 





Reynolds & Fuller 
Are Selling 
Carpets 

They’re going to have the 
bigg2st carpet year in the history 
of their business—that is it looks 
that way now. 

Big stock. 


Right prices. 
First floor. 





Timely. 


Aq yr . ° 
Ali Wool Challies, 
Worth soc. a yard, at 29c. Of 
the appropriateness and popular- 
ity of challies for spring and sum- 
mer wear, nothing need be said. 
This is an exceedingly fine lot of 
handsome all wool printed chal- 
lies, in the season’s best styles 
and colorings, in dots, figures and 
geometrical designs, al] perfect in 
every way. The colors are: light 
blues, pinks, old roses, marines, 
navys, tans, greens—in short, all 
the desirable shades. soc. a yard 
is the regular price of this quality 
at any other time and place—zgc. 
a yard is all we ask for them to- 
day. Quite a saving, isn’t it? 





This is interesting. 


y 
Where I Buy 

—" 
My Coffees 

When in the citya short time 
ago I visited the Coffee Roaster 
where I buy coffee. I wanted to 
see how they did it. 

They first put it through a mill 
similar to a farm fanning mull. 
It is then thrown with compressed 
air through a scouring machine 
that takes off all loose scales or 
any dirt that may be attached to 
the coffee grain. Then it is thor- 
oughly washed with plenty of 
clean water, and all stones and 
everything of that nature taken 
out. After that it is kiln dried. 
It is then thrown through another 
scouring machine, when it’s ready 
to go into the roaster, and is as 
clean as water, skill and the best 
appliances can make it. There is 
not an ounce of dirt in a hundred 
pounds of the Coffee that we are 


selling. No drug coating put on 
to give ita strong taste. It’s ab- 
solutely pure Coffee; clean, 


healthy Coffee. Package Coffees 
are never washed or scoured. Our 
Rio 15c. Coffee is a good Coffee ; 
it's as cheap as Package Coffee at 
roc. Our Special Blend, 18c., i 
an excellent coffee in the cup 
You will not beat it at less than 
25c. Our Western Blend, 25c, 
is a coffee that’s put up to sell at 
3oc. to 35c. Take them home, 
try them, and if not atisfactory 
return the coffee and get your 
money back, { 








sell 
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Street Car Advertising. 




















Street car advertising used to consist in agreeing to pay 
a certain sum of money for a card in a certain number of 
cars. The cards went in, the bill came once a month and 
you paid it. Whether the card stayed in or not you had no 
means of knowing. Nor did the street car companies take 
aly pains to see that it did. Some of the cards might be 
destroyed before the contract was out. Who was to know if 
a few cars more or less had the card in? Some of the cars 
might be “ trippers’—might only be used at certain times 
of day when traffic was heavy, and the rest of the time they 
might be standing in the barn. Whose business was it to 
know ? 

From a realization of these and other drawbacks came 
about the business success of the pioneers of street car ad- 
vertising—George Kissam & Company. The business took 
a big jump to the front when they began to improve the ser- 
vice in the cities under their control. They concluded that 
the advertiser was entitled to the very best service to be had, 
and they found by experimenting that they could give the 
best and did so. The result of their enterprise is an in- 
creased volume of business in all their cities. 

To-day Kissam & Company control the exclusive adver- 
tising privileges in over five thousand regularly operated cars 
in the principal cities of the United States, comprising among 
others: Brooklyn (Elevated), Buffalo, Albany, Troy, Schen- 
ectady, Utica, Rochester, Amsterdam, Newburg, Jamestown, 
Johnstown, Gloversville, Herkimer, Mohawk and Ilion, N. 
Y.; Trenton, Elizabeth, New Brunswick, N. J.; Erie, Pa.; 
Chicago (North and West Sides), Aurora, Elgin and Spring- 
field, Il.; Cincinnati, Columbus and Hamilton, O.; Minneap- 
olis, St. Paul, Stillwater and Duluth, Minn.; Milwaukee, 
Madison and West Superior, Wis.; Denver, Col. 

The cities named are among the best and largest in the 
country, aggregating five million and a half population. This 
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does not include a large suburban population which finds it 
convenient to make these cities their trading points. These 
cities are, without doubt, better situated than any others of 
the United States for profitable advertising. 

Kissam & Company know the possibilities of their busi- 
ness, and within the past few years have enlarged their fa- 
cilities and extended their service to many points, enabling 
the advertiser to reach, by the most effective and least ex- 
pensive medium, a majority of the residents in all the cities 
embraced within their circuit. . 

The system and service of Kissam & Company is sur- 
passed by none. The largest and most successful advertisers 
in the world are represented in their cars, and many of them 
have been there for a number of vears. Their first thought 
in securing contracts is invariably for the client—how to save 
and make money for him. 

An experienced advertiser places his advertisements in 
mediums that will bring him the greatest returns. The most 
experienced advertisers—those who use the greatest space— 
realize that the street cars reach the largest number of people 
and consequently they advertise more extensively in them 
than anywhere else. An advertisement to have value and 
bring results must have circulation, or rather must be read 
by a sufficient number of people to give it wide publicity. 
The street cars have become a part of our daily life. Every- 
body rides in them, and consequently the advertisements in 
them are seen and read by many thousands of people. The 
average elevated or surface car passenger sits in front of the 
car cards from ten minutes to half an hour. This is ample 
time for the cards to be read, and they are vead. Through 
the street car cards with their great general circulation, peo- 
ple are told not only of things which they know they want, 
but of things which they are thus influenced to want. 

[t is a common mistake to suppose that the full effects of 
street car advertising are easily or quickly seen.: 

A large part of all advertising placed must run a few 
weeks before encouraging results can possibly be received. 
People who. buy from advertising are usually deliberate in 
making their purchases. They see an ad and think they will 
get the article advertised, but neglect doing so until they see 
the ad again, and often put the matter off for weeks. Each 
time they see the ad their determination to purchase the ar- 
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ticle becomes stronger, until finally they order it. If while 
they are thinking it over the ad is withdrawn, the desire for 
the article fades from their minds, and the valuable results 
that had been accumulating are lost to the advertiser. 

People do not buy things unless they are kept constantly 
in mind of them by some method of advertising. The longer 
the advertising runs the more effect the expenditure pro- 
duces. An article once advertised begins to lose place in 
public estimation as soon as the advertising ceases, and the 
longer it is allowed to remain from public view the harder it 
will be to restore it to its former favor. 

A point upon which success depends, and one which ad- 
vertisers should consider, is careful checking of the cards in 
all the cars that the contract calls for. Kissam & Company 
maintain a corps of competent inspectors, so detailed that 
every surface and elevated car in their circuit is regularly 
and thoroughly inspected. ‘The most careful check is placed 
over all possibility of mistake or omission, and the system 
of checking is as careful and certain as that in use by news- 
paper advertising agencies. To do this properly requires 
frequent visits by men of experience—an experience that 
takes years to acquire, even though it looks easy enough to 
an outsider. 

The name Geo. Kissam is an accepted synonym for all that 
is best in street car advertising. This firm has the greatest 
number of successful advertisers and does the largest business 
of its kind in the world. Without doubt they are the leading 
specialists in street car advertising, their entire time being de- 
voted to improving that business and watching the interests of 
their customers. Their system is so perfect that if an advertiser 
desired he could put a card in their entire circuit in twenty-four 
hours, and they could tell him the number of the car his card 
was in, his position in the rack, whether placed in one car or one 
thousand. In placing contracts they always give the advertiser 
a certain ratio of extra cars. An order for one hundred cars 
would mean that the ad would be placed in one hundred and 
ten cars. An ad placed with them means that the ad must be 
working—that is, on the road in all the cars called for during 
running hours. When a car is laid off or put into the shop for 
repairs there is another one to take its place in the service of 
the advertiser. 


A word or two about Buffalo and the Pan-American Exposi- 
tion. 


As the date for the opening of the great fair approaches 
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there seems to be greater interest in the enterprise than ever 
before. All arrangements have been made for the opening early 
in May, and all the world is waiting. 

It is impossible to estimate the immense number of people 
that will be in Buffalo during this great show, but many thou- 
sands of visitors will be attracted there, and street car advertis- 
ers will find this a peculiarly profitable field. 

It is, of course, to the interests of advertisers to take advan- 
tage of a national event of the character of the Buffalo Ex- 
position, and business men were never so wide awake, so alert, 
nor so quick to recognize the possibilities of this field of pub- 
licity and its great opportunities. They will share in the general 
prosperity induced by the Exposition. 

The population of the city is four hundred thousand, and 
the area twenty-five thousand acres, or forty-two square miles, 
It is about five miles from east to west, and eight miles from 
north to south. The city is not only a large manufacturing 
center, having some thirty-five hundred factories, but is alsoa 
distributing point of prime importance in the wholesale trade. 

The electric railway system of the city is in the highest state 
of development, and, together with the suburban lines, consists 
of about three hundred miles of tracks. All the lines are 
under the control of the International Traction Company, and 
a single five-cent fare pays fora ride, with transfers, from any 
one point in the city to any other point, however rmote. The 
city is famed for the cleanliness of its streets, the beauty of its 
homes, the healthfulness of its climate, and the excellent and 
abundant water supply from Lake Erie. 

George Kissam & Co., 253 Broadway, New York, control the 
exclusive advertising privileges in all lines of the International 
Traction Company. Publicity in these cars during the Exposi- 
tion will be profitable. 

They are now disposing of space, and wish to hear from 
every general advertiser. Owing to the demand upon the space 
available, it is desirable that those wishing particulars would 
write at once. 

To those interested, a folder, containing maps and detailed 
information, wiil be sent upon application. 

Those who desire street car advertising of the profitable 
kind should consult with George Kissam & Company, 253 
Broadway, ‘New York City, or through any of their offices 


most convenient for rates and details, 
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The Special Editions of Printers” Ink 


HOTEL AND 


SUMMER RESORT 


EDITION 


een: Rates.—Page, 


ADVERTISERS 
OF 

GREATER 
NEW YORK 


PRESS DAY MAY 
1st.—This edition will be 
addressed to the Advertising 
Manager personally of every 
advertising concern located in 
Greater New York. The 
names are secured from the 
only directory published 
which gives the information, 
and was compiled after a per- 
sonal visit to each concern 
listed. Newspapers and Mag- 
azines are invited to advertise 
in this issue, because they 
will reach the advertisers 
specially in this list, as well 
as the advertisers now on the 

t of 
PRINTERS’ INK, and can do 


regular subscription 1] 


so ata small cost. 
Advertising Rates.—Page, 

$100; half, $50; quarter, $25 ; 

per line, 50 cents—classified, 


without display, 25 cents. 


$100; 








PRESS DAY APRIL 17TH. —Issued to se- 


cure subscriptions and to interest the proprietors in the 


advantages of Newspaper Advertising. 
This special edition will call for more than 19,000 


sample copies, and offers Newspapers an exceptional 
opportunity of advertising their merits, special terms 
and advantages to all Hotel and Summer Resort Pro- 
prietors in one issue of one paper at a price no higher than that demanded for a regular edition. 





ADVERTISERS 
OUTSIDE OF 
GREATER NEW 
YORK 


PRESS DAY MAY 
STH. The sample copies of 
Printers’ INK with this is- 
sue will be addressed to the 
Advertising Manager person- , 
ally of every general advertis- 
ing concern located in Chi- 
cago, Boston, Philadelphia, 
Baltimore, Newark and Jer- 
sey City. 

The names are secured and 
the addressing is done in the 
same manner as described for 
the Greater New York Adver- 
tisers’ edition. 

Every advertising medium 
that caters to general adver- 
tising and believes in its own | 
advantages, or has an an- 
nouncement to make which 
will interest advertisers, can 
use this issue to advantage in 
advertising its merits. 

Advertising Rates.—Page, 
$100; smaller or larger space 
pro rata, 


ange or smaller qome pro rata. 





GENERAL 
ADVERTISERS 
ALL OVER 

THE COUNTRY 


PRESS DAY MAY 
15TH.—The sample copies 
of Painters’ Ink which will 
be sent out with this issue 
will be addressed to a list of 
names secured and made up 
by the Geo. P. Rowell Adver- 
tising Agency. Every name 
on the list can, perhaps, be 
called an active and continu- 
ous advertiser, The names 
represent every kind of adver- 
tisér, for each name was se- 
cured by clipping the adver- 
tisement of the concern from 
the papers received at the 
office of the agency. 

Newspapersand Magazines 

as well as the class and 
trade papers—will do well to 
take advantage of the adver- 
tising opportunity this edition 
will give them of telling their 
merits and making their argu- 
ments for more advertising 
to a great number of advertis- 
ers who will be interested in 
the sort of a proposition they 
have to offer. 

Advertising Rates.— Page, 
$100 ; half, $50; quarter, $25 ; 
per line, 50 cents—or if clasi- 
fied, without display, 25 cents 


These four Special issues of Printers’ 


Ink are the advertising opportunity of 


the year for good newspapers. 


Orders and copy sent by next mail 






PRINTERS’ INK, 
10 Spruce Street, 


will receive every attention. 


ADDRESS 


New York. 
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Newspaper Situations 
Recently Changed. 





The AMERICAN changed the newspaper situation in 
Chicago in the past nine months. 

The Kansas City WORLD, under its new management 
(dating from September 15, 1Ggo0o), made greater progress 
than in any period of its history ; has doubled its advertis- 
ing patronage, and gained over 50 per cent in circulation. 

THE DAILY NEWS changed the newspaper situation in 
Omaha last year. It now has more paid circulation in 
Omaha and suburbs than the morning and evening edi- 
tions combined of either the Bee or World-Herald. 

In St. Paul the DAILY NEWS was one year old March 
I, 1901, and the-management makes affidavit to a circula- 
tion exceeding 22,000 daily. It is the only one-cent even- 
ing newspaper in St. Paul, and is already second in local 
circulation; the general advertiser must now consider this 
new faction in the field. 

Upon request from any genera! advertiser or agent [ 
will submit for inspection a detailed analysis of the circu- 
lation of the St. Paul DAILY NEWs, Omaha DAILY NEWS 
or the Kansas City WORLD, and also the original of any 
local or foreign advcrtising contract in vogue in these 
papers. 

We solicit business on business principles with a rate 
for advertising based on guaranteed circulation. For 
rates or further information, address 


B. D. BUTLER, Manager 


Foreign Advertising. 


JAMES F. ANTISDEL, GEORGE H. LEE, 
In Charge of Eastern Office at In Charge of Western Office at 
TRIBUNE BLbG., NEW YorRK CI'y. 765-7¢7 Boyce BLpcG., CHICAGO. 
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SOME SOUND ADVICE. 


If you put your advertisement in a! 
paper and it brings you replies, the pa- | 


per has fulfilled its mission. It is then 
up to you to follow up these replies 
with well written circulars, which 
should receive your personal or an ex- 
perienced man’s attention. 
not feel capable of getti up your own 
follow-up system, hire the best man you 
can get to do it for you. If your fol- 
low-up system is not perfect, your ad- 
vertising will be an utter waste of mon- 
ey. Treat your replies as you would 
a prospective customer that would come 
intg your store. You would not send 
a slouchy, slovenly clerk to meet this 
customer and expect him to make a 
sale; but you would either go forward 
yourself, meet the customer, or send 
one of your best salesmen to meet him. 
This and fair dealing has been the 
foundation of every successful business. 
—Advertising, Chicago. 
oo 
JUDGING FROM EXPERIENCE. 


“Mamma, will heaven be as beautiful 
ns they say in the books?” 

Mother—Certainly, my dear; 
you ask? 

“Places we go to in the summer are 
never as nice as the circulars." a 


_ CLASS PAPERS. 


ADVERTISING. 


YRINTERS’ INK is a magazine devoted to the 
eneral subject of advertising. Its standing 
and influence is recognized throughout the en- 
tire country. {ts unsolicited judgment upon ad- 
vertising matters is of value to intelligent adver- or. 
tisers as being that of a recognized authority.- 
Chicago (Il.) News. 

PRINTERS’ INK is devoted exclusively to adver- 
tising—and aims to teach good advertising 
methods—how to prepare good copy and the 
value of different mediums, by conducting wide 
open discussions on any topic interesting to ad- 
vertisers. Every subject is treated from the ad- 
vertiser’s standpoint. Subscription price #5 a 
year. Advertising rates, classifie d 25 cents a a 
page a  Sany 50 cents a line. \4-page $25, 4- 


pars = hole page $100 each time. Address 
*RIN ERS INK, 10 Spruce St., New York. 


why do 

















| 4 United States. 
If you do 


ILLINOIS. 


NVHE rene ga Tea f THE s¢ ‘TENC k OF OSTEO- 

PATH DR. J. M. LITTLEJOHN, President 
Am. College of Osteopathic Medicine and Sur- 
gery, editor. 1 Warren Ave., Chicago, Ill. 


YEARLY one million — reside in the 
‘the best way to get their 
trade is by advertising in L’ frasaas .the old and re- 
liable Italian newspaper which enters every Ital- 
ian household in the United States. Address 
Main Office, 101 E. Harrison St., Chicago, Il. 


N ARVELOUS-— The substantial growth of geen 
4 St. Louis, Ill., is a marvel. ‘“ With no 
Boom ” it has increased one hundred per 3 in 
a decade. Manufacturing interests have found 
in her contiguous coal fields and numerous rail- 
road lines, the desired requisites for an ideal lo- 
cation. er municipal institutions have kept 
pace with her commercial progress. Her 
churches, schools and public ~~ evince 
the spirit of material progress, while her excel- 
lent library, containing many thousand vol- 
umes, attests the ethical progress she has made. 
Advertisers cannot afford to ignore this growin 
metropolis, and can find no a medium to ad- 
dress the best citizens of East St. Louis than the 
JUVENILE MONTHLY. It rene hes the progres- 
sive and intelligent citizens. It is the women’s 
favorite. It is progressive. For rates address, 
ADOLPH B. SUESS, East St. Louis, Illinois. 


INDIANA. 


f ge FREEMAN i: is re ead | by o over “80,000, negroes 

*h week. Its circulation is national and 
is an excellent mai! order medium. It is supreme 
in this field. GEO. L. KNOX, Pub., Indianapolis. 


MAINE. 


TRE Rockland (Me) DamLy Srar is the only 
daily in Knox ana Lincoln Counties. “Ad- 
vertisers get best and quickest results from the 
daily pape! paper.” 


TF you. you want to reach Eastern Maine your ad 
must be in the Rockland COURIER-GAZETTE. 
See our New York agent, S. S. VREELAND, 150 
Nassau St., who will tell you our story honestly 

and make ‘you lowest rates. 


MARYLAND. 
‘PRE LEDGER, 
__ Easton, Maryland, — 


MICHIGAN. 


NHE ECHO, “Harrisville, ¢ covers Northeastern 
Michigan. 























ARRANGED BY STATES. 

Advertisements under this head 50 cents a line 
each time. By the year $26aline. No display 
other than 2-line initial letter. Must be handed 
in one week in advance, 


ALABAMA. 


[se EAGLE, semi-monthly 4 pages. Send for 
rates. A. R. DAVISON, pub., empsville, Ala. 


Practical WEATHER, Published once a 

month. Publishes Dunne’s famous Forecasts 
of the Weather, the most accurate and reliable 
long range forecasts ever appearing in print, 
based on terrestrial meteorological data, and on 
as sound scientific eae, gg as those of our 
National Weather Bureau’s, It also publishes 
interesting articles on the philosophy of the 
weather. 

PRACTICAL WEATHER circulates in every State. 














also Canada and Mexico and our new possessions. | 


1t also goes to India, Australia,and nearly all the 
countries in Europe. It has some of the 
telligence of the world among its » ubsc 





rs. 
_ resenting almost every pro ession, trade and | 


alling. It is truly cosmopolitan and an 
advertising medium for this and foreign coun- 
tries. Rates for advertising furnished on appli 


cation. Address PRACTICAL WEATHER PUB | i. 14th year. All home print. 
. B 


LISHLNG CO., Montgomery, Ala 





MINNESOTA. 


Sv ENSKA AMERIKANSKA STEN, Mir Minne- 

apolis, Minn., isthe largest in size and circu- 
lation of any Scandinavian paper ee in 
the U. S. Average circulation per issue for 1900, 
42,282. It has a larger circulation than any “othe r 
weekly paper published in Minnesota by at least 
12,000 copies each issue. It is the advertising 
medium par excellence of the Northwest, a fact 
which leading general advertisers willingly con- 
cede. Sample copies, rates, etc., furnished on 
— ation. S\VAN J. TURNBLAD, Publisher, 

inneapolis, Minn. 





MISSISSIPPI. 


T=. South is booming as never before in its 
history. Why not ride in on the crest of 
the arent You can’t enter Mississippi terri- 
tory successfully (the most prosperous section) 
without an ad in THE HERALD, Water Valley, 
Miss. All home print, largest circulation and 
stands first in the confidence of of the people. 


TEXAS, 


"PHE ; BUDGE T, T, Alvo ord, Texas, “published week- 

ly in the garden spot of the Lone Star State. 
Circulation 
A splendid advertising medium. 
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WISCONSIN. 


)DGE COUNTY FARMER, Beaver Dam, Wis. 
Stock raising and farming. Cire’n 1900, 1,416, 


CANADA. 


( YANADIAN ADVERTISING is best done by THE 
E. DESBARATS ADVERTISING AGENCY 
Montreal. 


1)° 








Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent) 
extra for specified position of granted, 
Must be handed in one week in advance. 
REACH PROSPEROUS SOUTHERN PEOPLE 
By placing your ad in THE ILLUSTRATED YOUTH 
AND AGE, Nashville, Tenn. Circulation 25,000; 

rate 15 cents per line. 


AUTHORS 











Manuscripts suitable for issu- 
ing in volume form required 


SEEKING A’ estab'ished hou-e. Liberal 
terms. Prompt, straightfor 
ward treatment. Address 


PUBLISHER. 
FREE. 


and desire information as to 


BOOKS, 141 Herald 23d St. 
Advertisers who contemplate 
Britain 
mak- 
ers there should communicate with GORDON 
& GOTCH, 15 St 


opening up in Great 


advertising 
London, 


Bride Street, 


Eng. 





The Frost (Minn.) Record | 


isa country weekly that is held in high esteem by 
its readers, who are a thrifty and prosperous 
class of people. It is a good advertising medium 
to reach the country poputation who are settled 
in this part of the United States noted for its 
famous wheat fie “Ids. 


An ad that pays is one inse serte din 


THE HERALD-POST, 
Mokane, Mo. 

R. EARLE HODGES, Editor and Proprietor. 
Circulates among a class of poopie who pay as 
they go. Covers entire Central Missouri. (nly 
weekly paper in State with a paid-up circulation. 


Results guaranteed or money refunded, 


OD 
AND ITY. 


By The Rt. Rev. HENRY C. POTTER, 
Bishop of New York. Cloth, 25 cents. 
May be ordered through any bookseller or will 
be sent postpaid for the price by the Abbey 
4 ress, Publishers, of 114 Fifth Avenue, New York, 

london, Montreal and elsewhere, who always 
issue interesting works. 


PRINTERS’ 





| respecting the ope ning and population to LOL 








INK. 


FORTUNES FOR PEOPLE. 


If you wish to start in business, trade or pro 
fession along the lines of the Great Northern Ry.. 
which runsthrough the States of Minnesota, Mon 
tana, Washington and British Columbia, or along 
the line of the Union Pacific, running through the 

States of Kansas, Colorado, Nebraska, Utah, or 
| along the line of the Chicago & Northwestern, 
| running through the States of Illinois, Wiscon 
| sin, Minnesota, lowa, Michigan, Nebraska, Kan 
sas and Wyoming, address for full partic ass 

Is 








HALLK, editor “American Adviser,’ 87 Washing 
} ton St., Chicago, LU... who will furnish you all 
informa ation free of charge. : _ 
PARE TO iinet POT 
3 3 
Send roc. for sample copy of 3 
3 
{Ranch and Range 
4 
3 3 ‘ 3 
~ aprofuselyillustratedmonthly 3 
magazine, descriptive of the ¢ 
scenes, wonderful resources 
b ca . 

{ and opportunities of the great 3 
b West. Better send St for a ; 
year’s subscription and receive 
the premium of a_ beautiful 
embossed booklet of Rocky 
MouNtTAIN WILD FLOWERs, 

: 4 
sent prepaid. 3 
: 618-620 Charles Block, 
3 Denver, —_ 
iv wrvvvs 
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$2,000,000 


will be spent in public 
improvements in Troy this 
summer. ‘lhe thousands 
of men who will be em- 
ployed on this work read 
the official paper of the 
city administration. This 
paper is 


THE SUNDAY NEWS, 


Troy, N. Y. 
OFSFFFSSSSSSSSSTFETSTS 
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10,000 


- LEADING DAILY 


Tel., 3293 Cortland. SPECIAL 





Youngstown,Ohio, Vindicator 


SUNDAY: 
10,000 
IN NORTHEASTERN OHIO. 


For Rates Address 


LaCOSTE and MAXWELL, 38 Park Row, N. Y. 


NEWSPAPER REPRESENTATIVES. 


WEEKLY: 


9,600 
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Phillips & Co., 


6133 Broadway, New York. 


ADVERTISERS ALL OVER 
THE WORLD. 

Among others we represent: 
Mariani & Co., Vin Mariani; J. N Jaros ; 
& Co., Russian Teas; Prince Brancac- almost every class 

cio, Royal Table Oil; Lengert Wagon ( of manufacturer or 
Co., Bloomer Safety. Three Wheeler; at waren de =. his 
Curo Chemical Co., Kuro Remedies ; tare etal ore the 
Medicura Soap Co., Medicura Soap; 


Frank Teller & Co., Royal Blue Cigars | y | pnsochinacunsn 


We also have other large accounts because they are buyers. 
under way. We are prepared to handle ¥ They read the paper 
more. It is to your interest to have our | ( because it helps them in 
service, if you are a beginner or old-timer. : : every department of 
We charge a fair compensation and do 


| ned business 
e ‘arm Machinery men 
good, effective work. will findita seniiies of 


great value. Thatisthe 
THE ADVISOR, experience of those 
. who have tried it. 


Samples and rates from— 


published by us, is the leading advertis- 


ing trade magazine in the world. Sub- : 1. S. JOHNSON & co., 
scription price $1 per annum, and choice 

of valuable premiums. Send for sample : 22 Custom House St., 
copy—mailed free upon request. 4 BOSTON. 


The ADVISOR is an example of our work. 


PHILLIPS & CO., 
1133 Broadway, New York, 











—EVERY SATURDA¥ 


POE. 


i Trap memes ing 
e>- General Sports 


For se Yeurs the AcKnowledged Authority 
vertising Rate, i5cents alin 


Sporting Lite Publishing Co. Philadeiphia, Pa. 




























THE EVENING JOURNAL 


Jersey City, N. J. 


There is no paper in New Jersey with a more respectable or better satisfied 
clientele of advertisers than the EventnG Jouxnat. The best houses in 
New York, Newark and all the establishments in Jersey City continually use 
its pages. bec: ause they find that advertising in the JouRNAL pays. 


| 1899 1900 


1 14, 486 Average Daily Circulation in WD, 106 
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Ohe Argus 





Anderson, Mo. 





Published in 
fruit and mineral belt of 
The 
only paper published in a 


the great 
Southwest Missouri. 


railroad town in McDonald 
County. Isa popular four 


page weekly, and enjoys 
the confidence of its read- 
ers. Goods advertised in 
its columns command their 
Ad 


sample copies 


attention and respect. 


rates and 


‘_w~wvrrrrrrrTerYrrerrrvrvrYvereyrerrrtYrrrrYvrYeY". 


mailed on request. 
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Published for Thirty Leading Churches 
of different denominations in Philadel- 
phia, New York, Boston, etc. 
EACH MAGAZINE 

is personally edited by the Pastor of its 
own churclrand read with a peculiar = 
sonal interest by his own people. he 
finest families in the United States. We 
print a different magazine each day of the 
month—the thirty in thirty days—and use 
the same set of advertisements for all. 
This economy in printing and business 
management makes them 

AN EXCELLENT ADVERTISING MEDIUM 
for the generai advertiser, as prose by 
the fact that they carry such ads as: 
Pears’ Soap, lvory ps Baker's Cocoa, 
Uneeda_ Biscuit, Va Houten’s Cocoa, 
Campbell’s Soups. 

And many others on annual contracts. 
They pay Other advertisers and will pay 
you. Send for specimen copies and rates. 


THE CHURCH PRESS ASSOCIATION, 
200 So. 10th St., Philadelphia. 





























To General Advertisers. 


In making up your advertising list for the season’s 
business, you are earnestly requested to inquire of the local 
merchants, and learn the true worth of the Columbus, Ohio, 


DAILY CITIZEN. 


We believe you will find the same second to none 


as an 


advertising medium in Central Ohio. 

The CITIZEN is liberally patronized by all the large ad- 
vertisers in the city of Columbus—is published daily, except 
Sunday, and has a guaranteed circulation of over 20,000 


copies daily. 


It will be to your interest to investigate the standing of 


The Columbus Citizen 


before deciding on the paper you will use in that city. 


E. T. 


MANAGER EASTERN OFFICE, 
NEW YORK. 


PERRY, 


103 TRIBUNE BUILDING, 
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Evansville Morning Journal 


Established 1852. 


Leading Republican daily in Southern Indiana. 


EVANSVILLE JOURNAL CO., Evansville, Indiana. 





J 








The Patriot 


HARRISBURG, PA., 


is a paper that goes into the homes. It does not 
acquire a large circulation through street sales. 
Thousands of its subscribers do not take any 
other newspapers. Do you realize their pur- 
chasing power? Do you want their patronage? 














is a journal of 
Ad Sense advertising and 


business methods. 








It is a model of typography, is edited by 
practical men and worth many times its cost to | 
any business man, young or old, It costs but 
10c. per copy. $1.00 for a year. 





YY 

THE RUYTER Ruyter Fountain 
PREMIUMS | ™F6. £0, chi- =. £2 

cago, make the best 4%, 
fountain pens and 
typewriter ribbons in the world. The ribbons are strictly 
non-filling and long lived. The fountain pens are jointless 
and without anequal. For $1.25 we will give AD SENSE 
for one year and two Ruyter Typewriter Ribbons, any 
color for any machine, or a Ruyter Fountain Ink Stand, 
which is a perfect stz and and keeps the ink from evaporat- 
ing. For $2.50a Ruyter Jointless Fountain Pen (Ladies’ 
size, $2.00). For $3.25, a Pelouze National 4 Ib. Scale, 
which tells at a glance the exact cost of postage in cents on 
all mail matter, and also gives weight by half ounces. It 
saves both time and stamps. Made by Pelouze Scale 
Mfg. Co., Chicago. Warranted accurate. All premiums ‘ qa 
sent postpaid. If you are not satisfied, we will return your Wuleuss Bastonat 
money and give youu AD SENSE free for the year. sie 


AD SENSE COMPANY, 360 Times-Herald Building, Chicago. | | 
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Editorial from New York Journal and Advertiser, Mon- 


day, April ds. 
23333333333333335 eae, 


A Slaughter 
a of Records | 


S. 





Se 


was fitting yesterday that on the first Easter 
of the Twentieth Century the New York 
JOURNAL, the Twentieth Century newspaper, 





should set its marks in all directions beyond 
any attained in the century that had passed. 

§—The Journat’s Easter Number had the largest  cir- 
culation ever reached by any Sunday paper in America— 
more than three-quarters of a million. 

2—It contained more columns of advertisements than 
ever appeared in any other American paper. 

3——It was the largest daily paper ever printed in the 
world. 

4—It was artistically by far the most beautiful produc- 
tion that ever issued from a newspaper press. 

The JourNAL printed yesterday 494 {=4 columns 
of advertisements, smashing all records for the fourth 
time. Here they are: 

Christmas Edition, 1899....... 320 1-4 Cols. of Advts. 


Easter Edition, 1900.......-...-. 359 3-4 Cols. of Advts. 
Christmas Edition, 1900....... 392 {2 Cols. of Advts. 


Easter Edition 1901 (Yest’day), 4142 Cols. of Ads. 


Not an advertisement in yesterday's JOURNAL came from 
anybody having special business relations with the paper. 
The 444 {=4 columns of advertising were filled en- 
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tirely with clean-cut commercial announcements, paid for 
at a rate higher than was ever paid before to any newspa- 
per in the country. 

In the Magazine Section alone there were printed 67% 
columns of color and half-tone advertisements—a_ greater 
amount of this class of business than ever appeared in a 
newspaper before, and paid for at a higher rate. 

Ifthe advertisements in this section had been bound up 
in magazine sheets of the size of McClure’s or Munsey’s, 
they would have amounted to about 66 pages. The bulk 
of this business is exclusive. Very little of it has appeared 
before in newspapers. 

It isthe sort of thing that stamps the value of an adver- 
tising medium. 

As to size, there were a dozen papers in one. 

There were four pages of the exquisite Souvenir Sup- 
plement. Four pages of music. An eight-page illu- 
minated sermon by Bishop Potter. Two twelve-page 
Magazine Supplements in colors. A four-page Comic Sec- 
tion. A sixteen-page Editorial Section in colors. Another 
sixteen-page section. The twelve-page early news sec- 
tion, and the twenty-four-page main sheet. In all one 





hundred and twelve pages—count them. 

Finally, this Easter number was even more noteworthy 
for quality than for size. The souvenir reproduction of 
Ittenbach’s painting of the ‘‘Holy Family” was an ex- 
ample of the really marvelous perfection attained by 
modern color processes. Bishop Potter's eloquent ser- 
mon was illuminated with a beauty that recalled the 
patient skill of the workers on parchment in the mediaeval 
monasteries. The other color sections were crowded 





with illustrations of the most charming type. 
The whole was a Twentieth Century product of a 


Twentieth Century paper. 
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HIS ques- 
DOES ADVERTISING tion is 

easily answer- 
ed by looking 
McRae League over these 
papers. 





in the Scripps- 


Papers Pay? 2 


The volume 
of business 
carried is the first and unanswerable proof of the 
success of the Scripps-McRae League papers. 








They certainly do pay both the advertiser and 
the proprietors. 

The total amount of foreign advertising for the 
month of March, 1go1, in the Cincinnati Post was 
the largest in the history of that newspaper. 

The amount of foreign advertising carried by the 
Cleveland Press during the month of March, 1gor, 
was the greatest in its history. 

The St. Louis Chronicle for March, 1901, showed 
an increase of twenty-seven columns foreign adver- 
tising over the corresponding month of 1goo. 

The Covington (Ky.) Post ran nearly thirty-two 
columns more foreign advertising in March, 1901, 
than it did in March, 1900. 

Advertisers’ success depends largely upon their 
ability to estimate the value of newspapers. This | 
large increase in the above papers demonstrates that 
the majority of advertisers are appreciating the 
large, desirable circulations at the equitable rates 
made by these newspapers. | 

For rates and other information pertaining to the | 
Scripps- McRae League papers address F. J. Carlisle, 
Manager Foreign Advertising, 53 Tribune Building, 


New York, or 116 Hartford Building, Chicago. 
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TheMan withthe Quarte 


The whole tendency of American mercantile life is to appeal for the pat- 





ronage of the multitude at small prices and leave the wealthy few who can 
afford to pay a large profit for extra personal consideration to small shops. 
Fortunes are made in the big stores with bargain counters and not in the 
aristocratic shops.— New York Sun. 


When I first offered job inks in one-quarter pound cans at 
twenty-five cents a can, the small job printers of the country 
could hardly realize that I was sincere in my advertising. 

For years they had been under the yoke of the old-line ink 
houses, who compelled them to buy more than they actually 
needed, or charged them exorbitant prices and made them feel 
under a heavy obligation when they sold a’small quantity. 

In the little room twenty feet square, up four flights of 
stairs, with no elevator, where I first started, I often had a 
dozen or more printers waiting for their little one-quarter pound 
can of ink. 

They flocked to me like a congregation going to hear the 
new minister preach his first sermon, and the blessings show- 
ered on me would have caused many a man to think a whole lot 
of himself. 

I played for the trade of the masses, and how well I have 
succeeded is shown by my having over one thousand customers 
in my own city, and six thousand more located in all parts of 
the world. 

The wealthy few have no use for me or my goods, because 
I offend their dignity when I compel them to pay in advance 
just the same as the little fellow with one press, who is strug- 
gling for a living. It is not a question of credit or rating, only 
I will not vary from my rule. 

When my goods are not exactly right I immediately ex- 
change them or refund the money, whichever is preferable to 
the customer. Send for my price list. 


ADDRESS: 
PRINTERS INK JONSON, 
13 SPRUCE ST,, - - “ NEW YORK. 
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4 Remarkable Patent Medicine Testimonial. 


One of the most convincing testimonials to the efficacy of 
RIPANS TABULES as a positive cure for all stomach troubles 
is given by Mrs. 8S. C. Warner cf Burlington, Vt. 

Mrs. Warner is a long-time resident of the city and is well and 
favorably known in the community. Her testimony is direct and 
strong and can be easily verified. In an interview with a reporter 
of the Burlington Daily News, she says: ‘I will be sixty-one years 
old next April, and all my life had been a great sufferer with 
dyspepsia and indigestion. Up to three years ago I was sure that 
nothing would help me, as I had tried almost every known remedy 








_ 
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The home of Mrs. S. C. Warren is situated about four and three-fourths miles north of | 
the city of Burlington. It is the second house after crossing Heineberg bridge, and about | 
three-fourths of a mile beyond the bridge 

It is a delightful drive, the greater part of the way being over well-kept macadam roads. 
Leaving the city at North avenue, the road is straight away north for at least three miles 
through the most picturesque part of Burlington’s suburbs. Over easy hills and through 
woods until a sharp turn is made to the right, where is seen a guideboar bearing the in 
scription : “To Mallett’s Bay Hotel” Then across a clearing and down hill to the bridge 
The rest of the way is easy; a short drive to a gentle slope, on the top of which is Mrs. 

| Warner's home. It is the second house beyond the bridge—a low, white dwelling with yard 
and fence in front. You can’t miss it. 








—none giving me much relief. One day my family physician, Dr. 
Lund, told me to try RIPANS TABULES, as he had found them 
of great benefit in several obstinate cases of indigestion and dys- 
pepsia. Twill say candidly that I had little faith in them or in any 
other medicine when I began taking the TABULES. Much to my 
surprise, I felt better within a day and was soon greatly relieved. 
I kept taking them and continued to improve. I felt like a new 
woman, and my neighbors and friends saw a great change for the 
better in my health. 

™ Dyspepsia runs in the family. My mother had it for years, 











— 
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and other relatives have suffered tortures with it. I can’t say too 
much in favor of RIPANS TABULES. Before I began taking 
them I could eat nothing but the very plainest food—a little bread 
and butter and tea being my principal diet for a long time. Es- 
pecially was this true at night, and when I ate of something at all 
rich I quickly suffered in consequence. Now this is all changed. 
If I desire to eat anything extra for supper—cake, pie or other 
delicacies—I simply take a TABULE at meal tie and before I 
retire. I feel perfectly safe in taking tiem and have never been 
troubled in the least. 

‘‘Then at dinner I eat almost anything with impunity. Last 
summer I wanted a strawberry shortcake. For years I could not 
eat a piece of shortcake. You know, to be good it should be rich, 
and I am exceedingly fond of it made so. However, I always 
suffered much if I dared touch any. Well, as I was saying, last 
summer I wanted some and thought I would chance it, knowing 
of what benefit the TABULES had been tome. I ate some and 
found that it agreed with me perfectly. 

‘Of course I take the TABULES regularly and just as directed 
on the box, at every meal and before going to bed. I don’t know 
how many boxes I have taken—several hundred at least, and I 
would not be without tnem for anything. A year or so ago I did 
stop taking them for a time, but concluded to begin again, they 
were of so much benefit. I like the popular five-cent boxes, with 
ten in a box, the best. 

*“Some of the neighbors have laughed at me for having so 
much faith in the TABULES, saying that I had more faith in them 
than I had in God; but of course this is not so. I have always 
been subject to bad sick headaches until I began taking the 
TABULES, and you don’t know what a relief it is to be entirely 
free from these. It is ere 4 wonderful the change it has made in 
me. My friends tell me I look and act twenty-five years younger. 
I have been a widow nineteen years and have had five children. 
They have all been helped by taking RIPANS TABULES, and I 
can’t say too much in praise of the remedy. 


“Mrs. S. C. WARNER.” 


Dr. W. E. Lund, a leading physician of Burlington, Vt., in an 
interview said: 

**T have recommended RIPANS TABULES to my patients 
on many occasions as an excellent remedy for stomach troubles. 
I am a busy man and am frequently stopped on the street by pa- 
tients who suffer from dyspepsia and indigestion and desire me to 
treat them. Instead of stopping to write a prescription, I simply 
say: ‘Take RIPANS TABULES.’ They do so and are relieved.” 

**Did you recommend the TABULES to Mrs. S. C. Warner ?” 

“T believe I did, although I have recommended them so often 
that I don’t remember. Mrs. Warner is my patient. I consider 
the TABULES a simple and effective medicine for all stomach 
troubles.” 

There is scarcely any condition of ill-health that is not benefited by the occas’onal use of a 
R'I'P*A‘N’S Tabule, and the price, ten for five cents. does not bar them from any home or justify 
any one in enduring illsthat are easily cured. A family bottle containing 150 tabul:s is sold fér 


60 cents. For children the chocolate coated sort, 72 for 2 cents, are recommended. For sale by 
druggists. 
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PN: STILL FURTHER EVIDENCE that the CIRCULATION ) 
°o 


Che Philadelphia Inquirer 


is greater by many thousands than that of any other newspaper in 
Philadelphia, the following statistics showing the total number of 
copies of The Inquirer and Record handled and distributed by The 
Central News Company in the city of Philadelphia alone are given. 
The Central News Com- 
pany isthe great distributing Inquirer Record 
agency which supplies al- | Main Building... 18,600 18,100 
most all of the newsstands | Branch No, 1... 1,750 1,700 





1 
and small stores with their | Branch No. 2... 1,030 1,150 
required number of news- |Hranch No, 3... 4,800 3,450 
papers, magazines, etc., and | Branch No, 4 1,900 2,250 
the comparative orders for |Branch No, 5... 1.650 1,450 
the two leading papers will | Branch No. 6... 2,800 2.050 
show conclusively which | Totals, copies 32,530 ° 30,150 
has the larger circulation. 



































“DURING 1900... 170,905 “aus” 
“DURING 1000... 168,325 Sen" 


Advertisements in THE INQUIRER always bring positive results. 
The Phila, Inquirer, 1109 Market St., Phila., Pa. 
New York Office, Nos. 86-87 Tribune Building. 
Chicago Office, 508 Stock Exchange Building. 








The Central News Company handle the oe. 
bulk of their orders in the main building, \ 
but for the convenience of remote dealers n 
they have established branch offices in ' — 
various sections of the city. The exact \ V4 
number required at each place on J / 
March 13th, 1903, was as above. | 


Other interesting comparattve 
statistics will be printed on this 
page from week to week,whtch 
tf followed carefully will 
leave no doubt whatever that 


The CIRCULATION of 


ChePhiladelpbhia 
Tnquirer 


is greater by many 
thousands than 
that of any other 
newsp per in 
Pennsylva. 

nia, 




















